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ABSTRACT
This study examined the influences of two selling
strategies -- adaptive selling behaviors and customeroriented selling behaviors --

within the interactive dyad

of personal selling in the life insurance setting.

These

influences include the effects of the selling strategies
on attitudes toward the product,
salesperson,

attitudes toward the

and ultimate purchase intentions and

recommendations.

Each of the strategies is assessed from

the customer's vantage point.

Also need for cognition of

the customer is considered as an individual difference
variable impacting the sales process.

Results indicate

that customers' perceptions of a salesperson's selling
behavior does affect purchase decisions.

Implications for

both researchers and practitioners are developed as well
as a future research agenda.

xii
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CHAPTER 1
THE RESEARCH TOPIC
"Everyone lives by selling something."
Robert Louis Stevenson
Sales research has grown in importance in recent
years.
First,

Salesforce issues are key for two primary r e a s o n s .
it is estimated that about 55 percent of total

sales expenses in U. S. industry pertains to personal
selling,

36 percent to advertising,

promotion

(Anderson, Hair and Bush,

and 9 percent to sales
1988),

and more than

11 million Americans sell to business organizations and
consumers

(Anderson,

1991).

As such, personal selling is

important from both employment and economic a s p e c t s .
Second,

the sales situation places salespeople into direct

contact with a firm's customers,
company reputation,

affecting company sales,

and company service perceptions.

Professional personal selling ranges from the retail
salesperson selling televisions to consumers,

to

industrial sales representatives selling computer systems
to organizations,
investors.

to stockbrokers selling mutual funds to

Perhaps no other position in an organization

provides a better opportunity for the gathering and

1
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distributing of information than does the personal selling
function.
Academicians and practitioners have increasingly
focused on how to predict,

and ultimately improve,

of individual sales performance,
increased sales.

levels

which in turn leads to

Several marketing scholars have suggested

that research on personal selling can be classified into
two major categories
Miniard,

1986).

(Cotham,

1970; Engel, Blackwell and

The first category is the traditional

approach emphasizing the salesperson and his/her
performance characteristics relevant to some criterion of
sales performance,
Clarke,

1959),

i. e., quota attainment

sales volume measures

(Merenda and

(Bagozzi,

systems based on sales of different products
1965),

1978), point

(Kirchner,

and optimum call frequency and call duration

and Pressey,

1950; Brown, Hulswit,

Waid,

and Ackoff,

Clark,

Ryans and Weinbery,

and Kettelle,

1956;

1956; Lambert and Kniffen,

1987).

(Cover

1979;

The second approach is the

emerging perspective which focuses on the customersalesperson interaction

(Weitz,

and Sujan,

1976; Spiro and Weitz,

1986; Sheth,

1980; Weitz,

Sujan
1990).

This second perspective addresses the personal
selling environment as an interactive dyad between the
customer and salesperson
Sheth,

1976; Weitz,

(Evans,

1963; Webster,

1981; Williams and Spiro,

1968;

1985).

Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.

3
"The sale is a social situation involving two persons.
understand the process; however,

it is necessary to look

at both parts of the sale as a dyad,
(Evans, 1963, p.76).

To

not individually"

Both parties are made better by a

mutually beneficial exchange process;

the customer

acquires a solution to his/her need and the salesperson
"makes" a sale.

This scenario sounds profitable, but it

is overly simplistic.'

For a complete analysis of the

potential benefits associated with personal selling,
required costs must be examined.

the

Associated costs make

personal selling the most expensive communication vehicle
for selling

(Spiro and Weitz,

1990) .

Research shows the

annual salary costs for entry salespeople during 1990
averages near $27,000, with sales managers earning an
estimated average of $73,000
M anagement. 1990).

(Sales and Marketing

In fact, more people in sales than any

other profession earn over $100,000 annually
Witkin,

1984) .

Additionally,

(Brophy and

salespeople are paid by

salary plus commission in more than two-thirds of all
sales organizations

(McAdams,

1987).

It is important to

recognize in this scenario much of a salesperson's
compensation is under his/her direct control.

Multiplying

these salary and commission figures by an industry
standard factor of 1.2 used to calculate the whole
compensation for an employee

(including vacation pay,

sick

Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.
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leave, hospitalization and other insurance,
benefits)

and all other

exemplifies the requirement of effective

personal selling.
In a recent survey of 122,000 salespeople in more
than 300 companies across 36 industries,

Dartnell

Institute of Financial Research found average training
costs approaching $30,000, with the normal length of
training requiring six months.

Additionally,

the average

amount of sales calls per day is 5.5 and the "magic"
number of calls needed to close a sale is five.

Selling

activities consume 45 hours per week and nonselling
activities require 15 hours per week for a typical
salesperson.

To illustrate further the tremendous costs

associated with personal selling:

the median cost of a

business-to-business sales call is now more than $250
(nearly double the cost in 1988 of $131)

and the

benefits/expenses package per salesperson is financially
valued at $23,000 annually

(Anderson, Hair, and Bush,

1988, p. 395; Sales and Marketing Management, 1989;
Anderson,

1991).

The interactive dyad approach examines the role the
customer and the salesperson play, with particular
attention paid to their interactions and influences within
the exchange relationship.

Much of the prior empirical

research based on the dyadic concept has concentrated on

Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.
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static properties of the customer-salesperson dyad,

such

as similarity and relative expertise

(Busch and Wilson,

1976; Riordan,

1977; Woodside and

Davenport,

Oliver,

1974).

and Donnelly,

Previous research has primarily focused

on the salesperson's perspective by examining such
questions as:

What factors does s/he feel contribute to

sales success?

What does s/he feel the customer wants or

needs in the exchange process?

Currently,

studies

exploring the customer/salesperson dyad in terms of the
strategies and techniques
consultative selling,

(i. e., negotiation,

adaptive selling,

etc.) within the

salesperson's control have been offered
Bettman,

1988; Hanan,

Cribbin,

and Heiser,

Cribbin,

(Sujan,

and Berrian,

1970; Weitz, Sujan,

Sujan,

and

1977; Hanan,

and Sujan,

1986) .

However, what has been relatively neglected is the
customer's perception of salespersons efforts and
behaviors.

Not only does the customer's perspective need

to be evaluated,

some researchers suggest assessing

customer's perception of the salesperson's behaviors may
be more appropriate than a self-evaluation by the
salesperson

(Michaels and Day, 1985).

participant in this exchange,
perceptions are important ---

As the c o 

the customer's opinions and
perhaps MOST important.

The

purpose of this dissertation is to examine key aspects of
the interactive dyad from a customer's viewpoint;

specific
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constructs explored include adaptive selling behaviors,
customer-oriented selling techniques,

and need for

cognition.
The following sections will address some of the key
influences within the interactive dyad of personal selling
from the customer's vantage point.

These influences

include the effect of two selling strategies on attitudes
toward the product,

attitudes toward the salesperson,

ultimate purchase intentions and recommendations.
selling strategies are:

and

These

adaptive selling behaviors and

customer-oriented selling techniques.

Also the individual

difference variable -- need for cognition -- is considered
as an integral component in the dyadic exchange process
(Cohen, 1955; Cacioppo and Petty,

1982).

Individual

characteristics have been shown to be important variables
in the decision process toward a purchase and will be
examined in this respect
1986) .

(Engel, Blackwell and Miniard,

Understanding how various selling strategies work

in the "minds of consumers" can help marketers assess
their effectiveness and proper utilization toward
increasing sales and fostering productive selling
relationships.

Research questions to be addressed

include:
R Q 1 : Does the level of adaptive selling, as perceived by
the customer, effect the attitudes toward the
product, attitudes toward the salesperson, and

Reproduced with permission o f the copyright owner. Further reproduction prohibited without permission.
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ultimately, purchase intentions and/or purchase
recommendations within the personal selling exchange?
R Q 2 : Does the level of customer-oriented selling, as
perceived by the customer, effect the attitudes
toward the product, attitudes toward the salesperson,
and ultimately, purchase intentions and/or purchase
recommendations within the personal selling exchange?
R Q 3 : Does the degree of need for cognition of the customer
effect the attitudes toward the product, attitudes
toward the salesperson and ultimately, purchase
intentions and/or purchase recommendations within the
personal selling exchange?
RQ4:

What effects do the interactions of need for
cognition, adaptive selling, and customer-oriented
selling have on attitudes toward the product,
attitudes toward the salesperson, and ultimately,
purchase intentions and/or purchase recommendations?

OVERVIEW OF THE SELLING DYAD
PERSONAL SELLING
Historically, much of the research in personal
selling has focused on uncovering and examining
explanatory variables related to salesperson performance.
Numerous studies have addressed this issue, yet there is
still much to learn regarding selling effectiveness.

The

determinants of effective sales performance continue to
elude researchers and practitioners despite the fact that
salespersons have been "one of the most extensively
studied sets of individuals in the business world"
1962, p. 6).

(Miner,

A recent meta-analysis concerning factors

which affect salesperson performance found that the
determinants of a salesperson's performance,

ranked by

Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.

relative importance, were:
3) role determinants,

1) personal factors,

4) aptitude,

5) motivation,

and 6) organizational/environmental factors
Ford, Hartley and Walker,

1985) .

2) skill,

(Churchill,

Also they found that no

single determinant accounted for more than 10% of
variation in sales performance and that the relationship
between performance and these determinants was influenced
by type of product. Hence,

there has been limited

explanatory success with this approach to examining the
effectiveness of personal selling.
Another perspective addresses the personal selling
environment as one in which the customer and salesperson
represent an interactive dyad, where both parties are
participants in a mutually beneficial exchange process
(Evans,

1963; Sheth, 1976).

This focus differs from the

traditional stereotypical salesperson trying to coerce the
customer into purchasing a good or service.

The customer-

salesperson dyad involves a customer seeking a good and a
salesperson providing the good with the necessary
information exchange required to complete the transaction.
In the exchange of information,

communication between a

salesperson and customer is interactive;

it is a

reciprocal process rather than a linear one
Surprenant,

Czepiel and Gutman,

(Solomon,

1985).
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It is important to note how the salesperson's role
has developed and evolved.

In fact,

in most cases it is

the salesperson and not the customer who determines the
extent of search and evaluation of alternatives in the
customer's decision process

(Olshavsky,

1973).

As such,

the salesperson is much more than just a persuader or even
another information source; he/she often dominates the
evaluation phase,
intentions.

thus strongly influencing purchase

It has been suggested that approaches to

effective selling are evolving from closed,

indirect

techniques to consultative and finally to relational
contracting

(Schurr,

1987).

In the current highly

competitive and market environments,

businesses must

adjust their selling practices to "fit" the contingencies
(Wotruba,

1991).

In the selling process,
initiated, maintained,
person basis.

exchange is typically

and terminated on a person-to-

Personal selling involves interacting face-

to-face with potential customers.

Its advantages include

being highly flexible and allowing for immediate buyerseller communication.

Salespeople have the opportunity to

match their behavior to the specific customer and
situation they encounter.

As such,

they can consider each

interaction individually and present themselves and their
product in the most effective manner.

Salesperson
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performance represents a significant opportunity for
retailers to differentiate themselves from their
competitors.

However,

the unique advantage of personal

selling in the company's marketing communication mix has
been greatly ignored

(Weitz,

1980).

As Strong

(1925)

advocated almost 70 years ago, personal selling strategies
should be directed toward securing customer satisfaction
as well as purchase orders.

This points to an early focus

on the benefits derived from customer orientation within
the personal selling context.

Furthermore,

given the

aforementioned expense of training and maintaining sales
personnel,

it is becoming important to be cost effective

when personal selling is the required information tool.
For this to occur,

the optimum selling strategy for the

existing sales situation should lead to the greatest
return to the firm.

SELLING STRATEGIES
As Thompson stated,
and no one way to sell,"

"there is no one sales situation
(1973).

Four generally accepted

approaches to the personal selling interaction -- each
with its own advantages and disadvantages depending on the
type of customer,

the size of potential order,

and

differing individual salesperson abilities and resources
have been proposed
are:

(Gwinner,

1) stimulus response;

1968).

These four approaches

2) pre-planned;

3) need
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satisfaction;

and 4) problem solution.

response approach,
customers.

In the stimulus

the same presentation is made to all

There is no adaptation or customization as it

is expected that the standard presentation
elicits favorable responses

(sales).

(stimuli)

A second approach is

the pre-planned or "canned" message approach.

Here,

the

content is predetermined with some degree of adaptation
with respect to the timing of delivery of various parts of
the presentation.

The remaining two approaches,

satisfaction and problem solution,
adaptation.

need

employ high levels of

Need satisfaction requires identifying and

presenting in such a manner to satisfy those needs,

and

problem solution requires identifying customer problems
and then evaluating and choosing the proper solution
alternative for the customer.

Problem solution entails

adaptation to the customers needs as well as the
competitive environment
Wotruba

(Weitz,

1985).

(1991) builds upon these selling approaches

to develop an evolution of personal selling schema.
five stages are briefly described as follows:
Provider stage,

The

1) the

in which selling is limited to accepting

orders for available goods,

2) the Persuader stage, where

selling involves attempting to convince any and all
customers to buy available goods,

3) the Prospector stage,

which encompasses the seller seeking selected buyers who
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are perceived as having needs, as well as the resources
and authority to purchase,

4) the Problem-solver stage,

in

which participation from the buyer in identifying his/her
needs is required,

thus allowing the salesperson to

present an offering to satisfy the needs and solve the
problem,

and finally,

5) the Procreator selling stage,

in

which buyer-seller collaboration defines needs/problems
and their associated solutions and tailoring a unique
offering to match these specific individual needs.
described,

As

each stage builds cumulatively on the prior

one, hence becoming progressively more involved,

complex,

and costly.
The Need Satisfaction
Problem Solution

(i.e.,

Problem-solver)

(i.e., Procreator)

and

selling stages are

particularly applicable to the insurance environment and
necessitate high degrees of adaptive selling and
customer-oriented selling behaviors.

Specifically,

in

selling of services such as life insurance coverage,
participation is required from the buyer to uncover and
prioritize his/her needs.

In addition,

unique needs of

the buyer must then be matched to an individualized
solution provided by the seller.

Recurrently,

marketers

emphasize the short run indices of seller effectiveness;
this perspective may be especially myopic in the service
sector which is often detailed and multifarious

(Czepiel,
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1980; Schneider,

1980).

Selling personalized services

such as life insurance involves the exchange,

interaction,

and relationship-type flow of information between the
buyer and seller.

Certainly,

this complex situation

requires more than a standard sales message;

it demands a

customized presentation, with modifications as new
problems are encountered and adjusted benefits and
solutions are offered;

it requires highly adaptive selling

behaviors and highly customer-oriented selling behaviors.

Adaptive Selling
Jolson

(1975,

1989) has identified a continuum of

sales presentation techniques used in personal selling
situations.

These range from unstructured in sequence or

order to fully automated in format.

Unstructured

presentations refer to a great degree of interaction
between the salesperson and the customer.
interaction,

needed revisions to the sales message

delivery are made accordingly.
(1986)

Throughout the

Weitz,

Sujan,

and Sujan

term this condition as "highly adaptive selling."

They define the practice of adaptive selling as "the
altering of sales behaviors during a customer interaction
or across customer interaction based on perceived
information regarding the nature of the selling situation"
(p. 175).
present,

As such, when high levels of adaptability are
salespeople use different presentations across
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and during customer interaction circumstances.

This

suggests that salespeople consider each sales situation
individually and adapt themselves so as to be maximally
effective
Szymanski,

(Weitz,

1981; Friedman and Churchill,

1988; Weitz and Wright,

1978).

1987;

The adaptive

selling framework focuses upon the adaptation of
communication content based upon a salesperson's ability
to assess a sales situation:

A broader, more encompassing

view would include adaptation of the presentation to all
aspects of the sales situation including content,
personality,

and style.

In conceptualizing adaptive selling,
the salesperson are relevant
and actual behavior
1990).

As stated,

motivation, capabilities,

(Lambert, Marmorstein and Sharma,
adaptive selling is hypothesized to

range from high adaptability

(unstructured)

(memorized or "canned" approaches)
(fully automated i.e.,

to mid range

to low adaptability

films or slide shows with little or

no personal selling techniques)
communication style

three aspects of

(Jolson,

(presentation style)

1989).

Since

is something that

is assumed to be manipulated deliberately by the
communicator

(salesperson), it follows that a salesperson

can control/maneuver his/her style to provide for maximum
sales effectiveness

(Notarantonio and Quigley,

1990).

Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.

15
Hence,

to a certain extent,

the degree of adaptive selling

behaviors employed are under the salesperson's domain.
However,

it should be pointed out that adaptive

selling behaviors are not a panacea; these techniques are
not always profitable.

Adaptive selling behaviors have

been found to be an effective selling strategy when the
benefits outweigh the associated costs

(Weitz,

1980).

Increased benefits include large potential orders and a
high probability of securing the order due to a wide range
of alternatives.

Costs refers to those of collecting

information being low due to good customer relationships.
Spiro and Weitz

(1990)

support four conditions under

which the benefits of using adaptive selling are
hypothesized to be greater than the associated costs.
These include:

1) salespeople encounter a wide variety of

customers with differing needs,

2) typical sales

situations involve large potential orders,

3) the company

provides the resources which allow and foster adaptive
selling behaviors,

and 4) salespeople have the

capabilities to practice adaptation skills effectively.
The first three conditions are collectively referred to as
the nature of the selling environment and the last is the
salesperson component.

Past research efforts have not

considered interactions between sales behaviors and
aspects of the sales situation

(Weitz,

1981).
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The gains of using adaptive selling are to build
realistic expectations and to increase customer effort,
hence fostering a beneficial exchange between the buyer
and seller.

Increased effort by customers enhances their

knowledge and also increases their commitment to the
product
Theory

(Hanna,

1978).

(Festinger,

In addition,

Cognitive Dissonance

1957) suggests that as greater effort

is expended in the purchase, the customer will enhance the
evaluation of the product so as to reduce cognitive
dissonance.

Customer perceptions of the salesperson's

effort should positively effect satisfaction
Sharma,

1991).

Thus,

adaptive selling may have promise in

both theory and practice
1990).

(Grewal and

(Anglin, Stolman and Gentry,

The ultimate goals in utilizing highly adaptive

behaviors are increased purchase intentions,
satisfaction,

customer

and fostering repeat purchase opportunities.

It is hypothesized that the degree of adaptive
selling perceived by the customer will affect attitudes
toward both the product and the salesperson.

When

conditions for adaptive selling techniques to be
beneficial are supported, high levels of adaptive selling
are proposed to have a positive effect on attitudes.

This

may be more pronounced when the individual's "need for
cognition"

is high

(to be discussed shortly).

Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.

17
Customer-Oriented Selling
Another aspect endemic to the need satisfaction and
problem-solution strategies is customer-oriented selling.
Bush, Ortinau and Hair

(1990)

indicate that

"the

salesperson is becoming more and more important in today's
era of high-contact retailing," with the salesforce being
"one of the last ways for a retailer to truly
differentiate itself...".
marketers,

Also,

they, along with other

note that retail salesperson performance has

been somewhat neglected by researchers
Ezell,

1991).

Customer-oriented selling is a way of doing

business on the part of salespeople
1979).

(Mason, Mayer and

(Saxe and Weitz,

The term refers to the degree to which salespeople

practice the marketing concept by trying to help their
customers make purchase decisions that will satisfy
customer n e e d s .

This includes behaviors aimed at

increasing trust and long-term customer satisfaction and
avoiding those which might result in customer
dissatisfaction.

Thus, highly customer-oriented

salespeople avoid actions which sacrifice customer
interest to increase the probability of an immediate sale
(Saxe and Weitz,

1982, p . 344).

It is important to recognize the difference between
adaptive selling and customer-oriented selling.

Although

both notions are grounded in uncovering customers'

needs
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and focusing on satisfying these needs, customer-oriented
selling goes beyond adaptive selling in that the former
includes long-range objectives as well.

Practicing the

marketing concept through customer-oriented techniques
aims for long-term customer satisfaction with repeat or
referral business potentials.

Hence,

the distinction is

primarily one of goals and timing -- immediate versus
future sales potential.

Need for Cognition
One of the major sources of variability in studies of
attitude change is that attributable to individual
differences

(Petty and Cacioppo,

1986; p. 54) .

Individual

difference variables have been shown to be important
variables in the decision process toward a purchase
(Engel, Blackwell and Miniard,

1986).

is need for cognition.

Stotland and Wolfe

Cohen,

One such variable
(1955)

described the need for cognition as "a need to structure
relevant situations in meaningful,

integrated ways.

It is

a need to understand and make reasonable the experiential
world"

(p. 291).

Previous research has suggested that

people differ in their desire and ability to organize,
understand,
(Murphy,
Wolfe,

enjoy, and make meaningful their world

1947; Katz and Sarnoff,

1955; Cohen,

1957).

1954; Cohen,

Stotland and

Such differences in motivation

have been ascribed to differences among individuals in
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their need for cognition

(Cohen,

1957).

The existence of

differences in the strength of such a need to structure
relevant situations in meaningful,

integrated ways implies

that persons will be differentially able to receive and
structure a communication situation
presentation)

(i. e., sales

in the interests of satisfying this need.

It is proposed that individuals feel tension and
frustration from environmental structures and would engage
in "active efforts to structure the situation and increase
understanding."

The level of frustration has been found

particularly strong for individuals with high need for
cognition.

Secondly,

it is suggested that people will

make more efforts to impose structure on an unclear one,
especially individuals with high need for cognition.
Thus,

the degree of structure becomes more crucial for the

individual as the strength of his/her need for cognition
increases

(Cohen, Stotland and Wolfe,

1955, p. 293).

Need

for cognition has been distinguished from the "intolerance
of ambiguity" in that the latter speaks of content of the
structuring, while need for cognition centers upon the
degree to which people need integration,
resolve to relevant situations.
and his colleagues'

meaning,

and

It is clear from Cohen

conceptualization of need for

cognition that the emphasis was on tension reduction.

Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.

20
In addition to avoiding ambiguity and scrutinizing
incoming information to achieve an integrated and
meaningful world, Adams

(1959) enhances the definition of

need for cognition to include employing heuristics and
seeking the advice of experts.

Given the existence of a

measurable need for cognition,

it is hypothesized that an

individual who has a situation

(i. e.,

purchase of life insurance)

the potential

about which he/she feels

uncertain or anxious, will experience tension and will try
to reduce the tension if he/she has a high need for
cognition.

One method of tension reduction might include

evoking heuristics such as similarity to other categories
of events,
nature,

similarity to past experiences of the same

or the development of "norms" as reference points

(Tversky and Kahneman,

1974).

Another way of reducing

tension under these circumstances is to seek information
or advice about the problem from an appropriate source

(a

recognized expert -- the life insurance salesperson).
Hence,

there are several possible behaviors for an

individual with high need for cognition to follow when
striving for an integrated and resolved state.
The conceptualization of need for cognition is also
distinguishable from instinct or "drive."

White

(1959)

suggests there are directed and persistent behaviors that
have a motivational aspect which cannot be wholly derived
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from sources of energy typically referred to as instinct.
Individuals low in need for cognition are recognized as
being cognitive misers relative to individuals high in
need for cognition; this difference is conceived as
developing slowly through repeated or prolonged episodes
of effortful problem solving

(Petty and Cacioppo,

1986) .

The degree of need for cognition in the customersalesperson dyad is relevant in terms of its impact both
on product evaluations and salesperson evaluations by the
customer.

These customer evaluations in turn may effect

product purchase intentions and purchase recommendations.
Customer needs are met through the benefits anticipated
from the product or service.

Within the life insurance

environment, the product attributes and benefits are often
detailed and complex.

The salesperson may be a part of

the benefits derived from life insurance and a key
participant in the support system.

Thus,

the life

insurance product includes both the product and -frequently as important -- the benefits and support system
via the salesperson.
products/services,

In the evaluation of

an individual's level of need for

cognition may be an important explanatory variable.
In sum, this study will seek to expand the
understanding of how the customer-salesperson dyad
functions by approaching it from the customer's viewpoint.
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Michaels and Day

(1985)

if not more appropriate,

indicate that it m a y be equally,
to assess customers' perceptions

of the degree of customer-oriented selling rather than the
salespeople's perceptions.

Specifically,

this study will

examine how adaptive selling and customer-oriented selling
from the customer's viewpoint affect attitudes toward the
product,

attitudes toward the salesperson,

purchase intentions and recommendations.

and ultimate
Also the need

for cognition level of the customer will be investigated
for its impact on attitudes toward the product,
toward the salesperson,
and recommendations.

attitudes

and ultimate purchase intentions

These relationships will be tested

within a causal modeling framework.

Figure 1.1 depicts

these constructs and their proposed relationships.

The

proposed methodology for the study is now discussed.

OVERVIEW OF PROPOSED METHODOLOGY
Development of the model depicted in Figure 1.1 is
based on extant literature in the areas of personal
selling and sales management,
psychology,

consumer research,

and services marketing.

Further, depth

interviews were conducted with agents, managers,

and

consumers in the insurance industry to assess the face
validity of the model.

A field study of consumers in a

professional service setting -- life insurance -- was
conducted to pretest and evaluate the hypothesized
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relationships concerning specific sales behaviors and the
impacts upon ultimate purchase intentions and purchase
recommendations.

After viewing a personal selling

scenario via video, respondents were given a paper and
pencil questionnaire.

The questionnaire included

established measures of: 1) the need for cognition
bu yer), 2) adaptive selling behaviors
buyer),

(of the

(as perceived by the

3) customer-oriented selling behaviors

(as

perceived by the buyer), 4) attitudes toward the product
and attitudes toward the salesperson,

and 5) purchase

recommendations and purchase intentions.
Measurement issues are a critical concern to anyone
conducting survey research.
recognized,
study.

With this consideration

well-established scales were used in the

While the use of such scales does not guarantee

reliability and validity, previous research supporting
these scales does add confidence to findings resultant of
this research.

Likert-type and semantic differential

scales were utilized in the questionnaire.

The use of

scales that have been properly developed and previously
used scales should add to the generalizability of the
findings.

Moreover,

the use of accepted and accessible

measurement instruments will add to the present personal
selling research stream.
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The population studied includes senior-level and
graduate students nearing graduation from a major state
university in the southeast United States.

All

measurement properties and structural paths depicted in
Figure 1.1 will be tested with LISREL VII
Sorbom,

(Joreskog and

1989).

CONTRIBUTIONS OF THE RESEARCH
The major contribution of this research study is its
customer-oriented perspective.

Regardless of how the

salesperson evaluates the dyad exchange, the customer
makes the purchase decision; thus his/her perceptions are
c r u c ial.

The literature to date has concentrated on the

salesperson component and how his/her characteristics
effect the interaction.
causal agents
information,

Customers can, and do, act as

(Fiske and Taylor,

1984).

They perceive

form impressions of the salesperson,

in accordance with their own strategies.

and act

Further

examination of both the adaptive selling and customeroriented constructs from the customer side of the dyad
provides an important extension of current knowledge in
the sales literature, particularly relating to personal
selling.

This study seeks to enhance the personal selling

exchange process by considering the customer and his/her
evaluations and characteristics.
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Secondly,

this study strives to distinguish the

properties of adaptive selling and customer-oriented
selling strategies as separate, yet complementary
constructs.

Previous marketing literature has suggested

this distinction theoretically

(Weitz,

1978).

The present

study will empirically test their separate identities.
Understanding the similarities,

as well as individual

strengths and weaknesses of each strategy,

has both

academic and managerial potential.
Finally, research concerning the relationship between
the customer's need for cognition and his/her perception
of adaptive selling and customer-oriented behaviors would
be a new direction and an addition to both the need for
cognition and sales literature bases.

These contributions

should enhance our understanding of the personal selling
process from the customer's viewpoint.

Hence,

implications for effective sales training,

there are

improved

customer service, and increased sales performance.

PLAN OF THE DISSERTATION
Chapter One has presented a purpose for conducting
this study and documents how the study adds to current
understanding of personal selling strategies.

The intent

was to familiarize the reader with the domain of the
research topic with no attempt to present detailed

Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.

27
definitions of the constructs,
relationships,

their proposed

or measurement issues.

Chapter Two provides a review of supporting
literature including the importance of selling strategies
in the area of personal selling.

In addition,

the

theoretical foundation for the dimensions of adaptive
selling,

customer-oriented selling,

are developed.

and need for cognition

Chapter Two includes a review of modeled

constructs based on various literatures,
consumer research, psychology,
management,

including

personal selling and sales

and services marketing.

Study hypotheses also

are presented in this chapter.
In Chapter Three,
design,

the theoretical model,

and methodology are detailed.

and selection of scales are addressed.

research

Measurement issues
The development of

the survey instruments and procedures followed during data
gathering processes are detailed.

Chapter Three also

includes findings from the questionnaire pretest.
Chapter Four presents the results of the field study,
and Chapter Five presents an interpretation and discussion
of these results.

This chapter includes a conclusions

section indicating how the findings of this study further
our current understanding of personal selling strategies
in the professional services setting.

Also managerial
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implications and suggestions for future research are
summarized.
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CHAPTER 2

LITERATURE REVIEW
This chapter examines prior research findings
relevant to the current study.

First, the importance of

selling strategies in the area of personal selling are
reviewed.

Next, the foundation for the adaptive selling,

customer-oriented selling, and the need for cognition
constructs are developed.

Finally, modeled outcomes --

attitude toward the product,

attitude toward the

salesperson, purchase intentions, and purchase
recommendations -- are reviewed.

Study hypotheses also

are presented in this chapter.

PERSONAL SELLING RESEARCH
IMPORTANCE OF SELLING STRATEGIES
The Image of Personal Selling
The phrase "personal selling" actually encompasses a
wide variety of positions and responsibilities.

Much of

the general public may not appreciate these variations,
since the stereotypical image of selling presented by
television and cartoons often portrays the very pushy,
"hard" selling salesperson.

Swan and Adkins

(1980)

found

29
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that the "sales representative" was rated relatively low
on truthfulness and altruism.

Many people in the sales

and sales management fields have been concerned that the
salesperson's image is not favorable compared to other
occupations
1983).

(Swan, Rink,

Scheidt,

Stevens,

This is not only a narrow view, but frequently an

unrealistic one.

In fact,

existent selling jobs encompass

a wide range of duties, behaviors,
Wotruba

and Johnson,

(1980) and Jolson

(1980)

and challenges.

discussed changes in the

selling environment and how selling was responding in
terms of becoming more professional and managerial in
nature.

Schurr

(1987)

suggests that effective selling

approaches are evolving from closed and indirect
techniques to consultative selling and finally to
relational contracting.

Further, Wotruba

(1991)

takes a

detailed look at how the salesperson changes as his/her
competitive and market environment changes.

Selling Strategies
In personal selling,
natural selection,

much like Darwin's theory of

the species best fitted to the

contingencies of its environment will survive and prosper
(Henderson,

1983; Lambkin and Day,

1989).

Firms relying

greatly on personal selling for their marketing success
will survive and prosper to the extent that they adjust
their selling strategies to "fit" the changing
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requirements of their competitive and market environments.
Swan and Oliver

(1991)

found when judgments by actual

customers of a salesperson
opinions)

(rather than general public

are surveyed in a fair environment,

perception of a generally satisfying,
is much higher.

the

helpful salesperson

In the evolution of personal selling,

the

earliest level of development is the "provider stage"
(Wotruba,

1991).

As previously defined,

the advancement

through the selling stages follows: persuader, prospector,
problem-solver, and procreator.

Each stage builds

cumulatively on the prior one, with the problem-solver and
procreator stages becoming progressively more involved
with buyer-seller collaboration in defining needs/problems
and their associated solutions.

Levitt

(1983, p.Ill)

states that
...the sale merely consummates the courtship.
Then
the marriage begins.
How good the marriage is
depends on how well the relationship is managed by
the seller.
The marriage analogy is fitting for analyses of the
interpersonal attraction and interdependence relationships
between husbands and wives as an apt framework for
describing the evolution of buyer-seller relations.

It is

important to note the assignment of responsibility for
relationship management to the seller; as such, the
responsibility and opportunity indicated are primarily
controlled by the seller

(salesperson).

Meeting both the
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product needs and the sales process needs of customers is
the essence of the personal selling concept
1988).

(Szymanski,

Research suggests that higher performing

salespeople are more interested in building a buyer-seller
relationship,

rather than focusing on product attributes

(Macintosh, Anglin,

Szymanski and Gentry,

1992) .

The

attention given to the relationship and whole sales
process is of primary importance in the services industry,
particularly with detailed professional services such as
financial and insurance matters.
Today's personal selling environment addressing the
interactive dyad between the customer and salesperson
repeatedly requires the problem-solver or procreator
atmosphere.

A number of selling strategies have been

defined to fit these stages of evolution.

One is

consultative selling in which the salesperson is
paralleled with a consultant serving clients

(customers),

with the purpose of improving the overall business
operations, not just selling them a product or service
(Hanan, Cribbin,

and Heiser,

1970).

Another is

negotiation which signifies that both parties to the
exchange benefit as in a "win-win" outcome
Cribbin,

and Berrian,

1977).

(Hanan,

A third strategy is

relationship building in which the seller and buyer make a
commitment to continuous,

on-going transactions over time
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rather than approaching each sale as single,
1985).

Additionally,

isolated

exchange

(Jackson,

there is adaptive

selling,

in which salespeople adjust their own behavior

during a customer interaction to respond to the particular
characteristics of that situation
Sujan,

1986).

(Weitz, Sujan,

Finally, Saxe and Weitz

and

(1982) have offered

customer-oriented selling which focuses on the degree to
which salespeople practice the marketing concept by trying
to help their customers make purchase decisions that will
satisfy customer needs.

Table 2.1 gives an overview of

literature related to the evolution of personal selling
and various sales strategies.

Summary
Each of these strategies incorporates the vantage
point of mutually beneficial partners in the exchange.
There is interaction between the dyadic parties which
dictates individual effort by both the seller and buyer.
As such,

the salesperson's ability to elicit effort from

the customer affects evaluation and post-purchase
satisfaction.

Research suggests that customer effort is

directly related to product performance evaluations
(Cardozo,
1972).

1964,

1965; Cardozo and Bramel,

1969; Woodside;

Increased effort by customers enhances their

knowledge and increases their commitment to the
product/service

(Hanna,

1978).

Thus, any selling

Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.

34
TABLE 2.1

LITERATURE RELATED TO THE EVOLUTION OF PERSONAL SELLING
AND
VARIOUS SALES STRATEGIES
Author and Year

Primary Topics

Summary of
Findings

McMurray
(1961)

A taxonomy of
sales positions

Identified and defined
seven types of sales
positions, from ordertaker to c r e a t i v e .

Dawson

(1970)

Evolution of
sales
management

Identified four eras for
sales m a n a g e m e n t :
production, sales,
marketing, and human;
and noted
characteristics of
salespeople in each
area.

Newton

(1973)

Classification
of sales
positions

Narrowed down the
McMurray taxonomy to
four types:
trade,
missionary, technical,
and new b u s i n e s s .

Jolson

(1974)

Salesperson's
career cycle

Identified four phases
in a salesperson's
career:
preparation,
development, m a t u r i t y ,
and decline.

Changes
occurring in
industrial
selling

Described how the nature
of industrial selling
was becoming more
professional and
managerial in nature.

Trends in the
selling job

Discussion of
environmental changes,
their effect on the
selling job, and
implications for
classroom and textbook
coverage of this topic.

Wotruba
(1980)

Jolson

(1980)
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TABLE 2.1

Author and Year

Cron

(1984)

(Continued)

Primary Topics

Summary of
Findings

Salesperson's
career stages

Related a salesperson's
career objectives,
personal challenges,
developmental tasks, and
psychosocial needs to
each of four career
st a g e s .

Moore,
Eckrich and
Carlson
(1986)

Competencies
needed for
successful
sales
performance

Study producing a
hierarchy of importance
among 82 sales
competencies for three
types of salespeople:
company salespeople for
manufacturers,
manufacturer's agents,
and distributors'
salespeople.

Moncrief
(1986)

Taxonomy of
sales positions

Study identifying six
types of industrial
sales jobs based on
frequency of occurrence
of various sales
activities.

Powers et al
(1987)

History of
selling prior
to 1900

Historical narrative of
the early history of
selling and its
contribution to economic
development.

Schurr

Evolution m
sales
approaches

Suggests an evolutionary
pattern among three
sales approaches:
from
closed or indirect
techniques to
consultative selling to
relational contracting.

(1987)
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TABLE 2.1 (Continued)

Author and Year

Primary Topics

Summary of
Findings

Powers,
Koehler, and
Martin (1988)

History of
selling from
1900 to 1949

Historical narrative of
the development of
selling in the first
half of the 20th
century, focusing on the
practices, philosophies,
and events which have
influenced the selling
profession.

Wortruba and
Simpson
(1990)

The selling
cycle

Relates various selling
strategies and sales
management practices to
selling jobs with
differing lengths of
selling cycle.
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technique that involves customer effort and the potential
for increased customer effort warrants significant
investigation.
Specifically,

in the selling of intricate services

such as life insurance coverage, participation is required
from the buyer to uncover and prioritize his/her n e e d s .
The unique needs of the buyer must then be matched to an
individualized solution provided and communicated by the
seller.

Hence, the problem-solver or procreator selling

stages are particularly relevant to the insurance
environment.

It follows that complex situations such as

this involve more than a routine sales presentation; they
necessitate customized solutions, with modifications as
new problems are encountered and adjusted benefits and
solutions are tendered.

DEVELOPMENT OF CONSTRUCTS
RESEARCH ON EFFECTIVE SALES BEHAVIORS
Substantial research has focused on identifying sales
behaviors or predispositions related to sales
effectiveness; the results have been equivocal.
studies,

In some

the forcefulness disposition was related to sales

effectiveness, whereas in other studies it was not related
(Merenda and Clarke, 1959; Howells,
1967).

Similarly,

1968; Zdep and Weaver,

social orientation was related to

performance in some studies and not related in others

Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.

38

(Merenda and Clarke,
Mayer

(1964)

1959; Bagozzi,

1978) .

Greenberg and

found consistent positive relationships

between empathy and sales performance; Lamont and
Lundstrom

(1977) found marginal significance with empathy

and a negative relationship to sales performance.
Controlled experimental studies examining the impact
of specific sales behaviors have also faltered in attempts
to find consistent effective sales behaviors.

No

significant differences were found for product-oriented
versus personal-oriented messages
1967)

(Farley and Swinth,

or hard sell, emotional appeals versus soft sell

appeals

(Reinzenstein,

1971).

"Thus,

the conclusion is

that there are no universally effective sales behaviors.
The effectiveness of a sales behavior is contingent upon
characteristics of the sales situation"
p. 112).

(Weitz, 1981,

The contingency approach is shown in Figure 2.1.

The basic elements of the contingency framework are
1) the behavior of the salesperson in customer
interactions,

2) the salesperson's resources,

3) the

customer's buying task, and 4) the customer-salesperson
relationship.

The contingency approach is based on the

premise that the most effective sales behavior varies
across sales situations.

As such,

it provides a framework

for studying the effectiveness of interpersonal influence
behaviors in sales situations.
salesman has

Hence,

"every contact a

... involves different human problems or
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situation.

In brief,

no one way to sell"

there is no one sales situation and

(Thompson,

1973, p.

8).

Of particular

interest for the purposes of present research,

the selling

behavior of adapting to customers is further investigated
as a component to salesperson effectiveness.

ADAPTIVE SELLING RESEARCH
Importance of the Adaptive Capability
The majority of empirical research has ignored the
unique advantage personal selling has as the communication
vehicle with an opportunity to match the marketing message
to the individual customer's needs and beliefs
1982) .

While having many responsibilities,

(Weitz,

the most basic

activity of the salesperson during the sales interaction
is communication.

Salespeople can observe a customer's

reaction and response to the marketing communications,
i. e., the sales presentation,

and make necessary

adjustments and tailor solutions

(Weitz and Wright,

1978).

Academicians and practitioners have long recognized the
importance of this adaptive capability to selling
effectiveness.

While not labelled specifically as

adaptive behavior,

this component is incorporated in many

sales process models

(Alessandra,

1979; Grikscheit and Crissy,
Reynolds,

1976; and Weitz,

1979; Green and Tonning,

1973; Spiro,

1978)

Perreault,

and

and sales programs such

as Xerox Learning Systems.
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Actually most conceptual models of the sales process
explicitly incorporate the notion of adaptive selling in
the form of feedback loops and interactions between
characteristics of the sales encounter and sales behaviors
(Spiro and Weitz,

1990) .

For example,

sales interaction proposed by Spiro,
Reynolds

(1976)

the model of dyadic

Perreault,

and

includes a decision point where the

compatibility of the .needs and expectations of the buyer
and seller is tested.
exchange occurs.

When compatibility is found,

Notwithstanding,

an

when the needs and

expectations are incompatible, negotiations can be stopped
or the parties involved must adapt by altering their
negotiation strategies and/or their needs and
expectations.
In a seminal paper, Weitz

(1978) proposed and tested

a model of salesperson performance which addressed the
accuracy of the salesperson's perceptions of the customer
decision-making process.

In his Impression,

Transmission,

and Adjustment model

Evaluation,

Weitz suggests that salespeople:
of the customer decision process,

2) formulate strategies
3) transmit the

4) evaluate customer reactions to their sales

presentation,
message."

(ISTEA),

"1) develop impressions

and develop messages for each customer.
messages,

Strategy,

and 5) make appropriate adjustments to the

Thus,

this model includes an adjustment stage

following the evaluation stage which allows for a change
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in the salesperson's opinion of the customer,
strategy utilized,

the current

or the specific message presented.

The

sales encounter is conceptualized as passing through the
adjustment stage multiple times if warranted.
while often not labelled,

Hence,

the importance of interactions

between characteristics of the sales encounter and sales
behaviors are noted,

i. e.,

adaptive selling behaviors.

Definition of Adaptive Selling
The practice of adaptive selling is defined as "the
altering of sales behaviors during a customer interaction
or across customer interaction based on perceived
information regarding the nature of the selling situation"
(Weitz,

Sujan and Sujan,

1986, p. 175).

Salespeople are

viewed as extremely adaptive when they employ unique sales
behaviors for each customer and alter their behavior
during the sales interaction.

Jolson

(1975, 1989)

has

identified this sales presentation behavior at the high
end of a continuum of sales presentation techniques.
Delivering the same canned presentation to all customers
would be at opposite end of the continuum as an extreme
example of non-adaptive behavior.
from unstructured in sequence
to fully automated in format
behavior).

Hence, the range is

(highly adaptive behavior)
(low or non-adaptive

The variance in sales behaviors across and
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during customers interaction is a measure of the degree to
which a salesperson practices adaptive selling behaviors.
Thus far, the discussion implies adaptive selling
behaviors lead to effective sales behaviors.

However,

effectiveness is not part of the definition of adaptive
selling.

Adaptive selling can be effective or

ineffective;

simply using different techniques during a

sales interaction may not be enough.

The appropriate

sales behavior and the appropriate level of adaptation are
important.

Both too little or too much adaptation can

lead to inappropriate sales behavior.

Salespeople make

appropriate adjustments in their behavior along the
dimensions of influence bases,

influence techniques,

specific messages and formats,

and communication style

across situation encountered
Shapiro,

1985).

(Weitz,

1981; Williams and

To elaborate on the dimensions on which

sales behaviors can be adapted:
1.

2.

Base of influence established:
referent, coercive, legitimate,
bases.

expert,
or reward power

Influence technique used:
rational versus
emotional, open versus closed.

3.

Cognitive element of message direction:
specific beliefs, values or importance weight.

4.

Communication style:
aggressive verses passive,
high pressure verses low pressure

5.

Message format utilized:
sided.

one-sided versus two-
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6.

Terms offered:
d i s c ounts.

services,

delivery dates, price,

Bases of social power and influence including expert,
referent,

coercive,

legitimate,

described by French and Raven

and reward have been

(1959).

be defined in terms of dependency

Relative power can

(Emerson,

1962) .

The

relative power a salesperson holds over a customer relates
to the degree the salesperson compromises the customer's
achievement of a goal and its associated importance to the
customer.

As such, when a salesperson has a unique

product/service or specialized information concerning a
solution or resolution to a customer's problem,
salesperson has power over the customer.

the

As the

importance level of the customer's problem increases so
too does the amount of power the salesperson possesses.
Conversely,

if the salesperson's rewards,

income and advancement,
customer,

i. e.,

are dependent on purchases by the

the customer holds power over the salesperson.

This aspect of power is vital in considering adaptive
selling behaviors by salespeople as its role is truly an
individually important one,

as opposed to having an

organizational impact.
Influence techniques exercised may also impact the
degree of adaptivity practiced by salespeople.

The use of

closed influence techniques suggests that salespeople are
willing to sacrifice a customer's long-term satisfaction
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so that they can make an immediate sale.

This type of

behavior would be effective when the customer is less
powerful than the salesperson,

thus may not be able to

avenge any deceit or manipulation incurred.

Also the

situation would require that future opportunities are
sacrificed for immediate ones.
immediate sale is very large,
sales.

In this scenario,

This could occur if the
larger than potential future

salespeople are seeking short

term benefits at the risk of long-term consequences.
Spiro and Perreault

(1979) reported that salespeople

utilize closed influence techniques when the sales
situation is difficult.

Difficult sales situations are

described as situations involving poor
customer-salesperson relationships,

low customer interest,

and routine purchases of undifferentiated products.

Open

influence strategies were employed within high levels of
buyer/seller involvement,

situations incorporating good

customer-salesperson relationships,

and purchase decisions

deemed important to both parties in the dyad.
Marketing studies have examined communication
content,

code,

rules,

and style as a personal

characteristic of the salesperson.

Few have looked at the

communication process explicitly within the buyer-seller
dyad of personal selling.

In 1962,

Pace found evidence

that oral communication skill is likely to be a
differentiating factor separating superior from inferior
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salespeople.

"Hard sell," emotional appeals versus "soft

sell" appeals have shown inconsistent results; probably
related to situation specific characteristics
(Reinzenstein,

1971).

Considerations such as the questions of
primacy/recency and two-sided versus one-sided arguments
are also presented as meaningful in planning sales
presentations
Woodside

(Hovland,

1957; Lund,

1925).

Taylor and

(1978) reported that in interactions between

insurance salespeople and their customers,

the use of

bargaining techniques increased the probability of a
sales.

Behaviors displayed by salespeople during the

sales conversation have also been studied for their role
in the communication process

(Schuster and Danes,

1986).

Perhaps the successful salesperson is one who recognizes
different customer styles and adapts his or her
communication style appropriately to interact with the
customer

(Williams and Spiro,

1985) .

Benefits and Costs Associated With Adaptive Selling
For adaptive selling behaviors to be effective in the
long run,
costs,

the benefits of the approach must outweigh the

i.e., sales attributed to the practice of adaptive

selling strategies outweigh the cost of selecting/training
salespeople to gather necessary information from their
customers and use it appropriately.

Four conditions when
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benefits are likely to outweigh the costs associated with
adaptive selling are: 1) salespeople face wide variety of
customer with differing needs,

2) the typical sales

situation involves large orders,
facilitate adaptive selling,

and 4) salespeople have the

capability to adapt effectively
1986; Spiro and Weitz,

3) company resources

1990).

(Weitz, Sujan and Sujan,
Conditions one through

three are collectively noted as the nature of the selling
environment component and the fourth condition is labelled
the salesperson component.

The relationship between

adaptive selling and performance is hypothesized to be
moderated by these two components as depicted in Figure
2.2

(Weitz,

and Sharma,

Sujan and Sujan,

1986; Lambert, Marmorstein

1990).

Within the life insurance environment,

the conditions

related to the nature of the selling environment are
satisfied.
encountered.

Certainly,
Second,

a wide variety of customers are
the buying situation represents an

important opportunity for the life insurance salesperson.
Also the company provides resources through specific
training aids and company materials,
information and experiences,

the sharing of

and compensation support.

Joint sales calls and management interaction and
consultation are provided upon request.

Lastly,

the

abilities and skills of the salesperson are encouraged
through seminars,

training and motivational programs,

and
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self-improvement plans.

Under these conditions the

benefits associated with adaptive selling are apt to
outweigh the connected c o s t s .
Finally,

it should be noted that in reality there

be aspects of selling that may

may

inhibit or restrict

adaptability by the salesperson.

As Jolson

(1989)

highlighted, possible legal and ethical problems,
technically complex products,
needs,

relatively uniform customer

and the absence of adequate training and

supervision may all induce the

use of low

adaptability or

structured sales presentations

within and

across

salespeople.

Thus,

it is important not only to examine

the benefits and associated costs of adaptive selling,

but

also any restrictions imposed by the salesperson and/or
the sales situation.

Measurement and Scale Development
In early works,

Grikscheit

(1971) used a unique

methodology to study adaptive behaviors in sales
situations.

In his study,

the salespeople viewed a film

reflecting a customer-salesperson interaction.
points during the interactions,

At ten

salespeople were asked to

list the verbal and non-verbal cues they observed from the
customer in the film.

Also they were asked which sales

strategy they would use if they were the salesperson in
the film.

The study explored the degree to which
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salespeople collect information about customers and use
the information to develop sales strategies.

However,

concise definition and an associated scale developed
specifically to measure the adaptive selling construct
were yet forthcoming.
In their 1990 study,

Spiro and Weitz developed and

validated a measure of the degree to which salespeople
practice adaptive selling i.e.,

the degree to which they

attempt to exploit the unique properties of personal
selling

(p. 61).

They defined the adaptive selling

construct as the "degree to which salespeople alter sales
behaviors during a customer interaction or across customer
interactions based on perceived information about the
nature of the selling situation"

(p. 62).

The 16-item

paper-and-pencil scale assesses self-reports by the
salesperson on five facets of adaptive selling.
include:

These

1) recognition that different sales approaches

are needed for different customers,

2) confidence in

ability to use a variety of approaches,

3) confidence in

ability to alter approach during an interaction,
4) collection of information to facilitate adaptation,
5) actual use of different approaches.
aspects are specified,

and

Although five

item scores are averaged over the

16 items for an overall score on the adaptive selling
scale.
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Further examination of the facets concerning
salespeople's predisposition to practice adaptive selling
finds the initial three pertain to the motivation of
salespeople.

First,

salespeople must believe that

customers have different beliefs and needs and that these
differences require sales presentations to be altered
accordingly.

The degree to which salespeople are

motivated to adjust their sales approaches will be based
largely on their conviction that doing so will lead to
increased sales

(Spiro and Weitz,

1990) .

Thus,

salespeople must have confidence in their ability to use
various approaches,

confidence in their ability to

recognize when a particular approach is needed or not, and
confidence in their ability to adjust an ineffective sales
approach.

The fourth facet is related to the capability

to practice adaptive selling effectively.

Required is an

ability to collect information to assist the process of
matching sales situations to similar categories in memory
(Weitz, Sujan, and Sujan, 1986).

Salespeople having this

capability will lead to the effective utilization of
adaptive selling and their positive experiences will
reinforce the on-going practice of adaptive selling.
Finally,

the fifth facet applies to the actual behavior of

salespeople.

As such,

salespeople who have practiced

adaptive selling in the past will be predisposed to
continue its use.
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Specificity
Various personality traits which are related
conceptually to the practice of adaptive selling have been
explored.

Aspects of interpersonality flexibility which

communicate the flexibility in behavior rather than a
specific behavior include 1)self-monitoring,
3) androgyny,

4) being an opener,

(Spiro and Weitz,

1990) .

2) empathy,

and 5) locus of control

Correlating these measures with

the adaptive selling construct found significant
nomological support.

Also the adaptive selling construct

has been found significantly related to intrinsic
motivation as a proposed antecedent.

Summary
Finally,

the relationship between adaptive selling

and performance is inconclusive.

Adaptive selling has

been found significantly related to performance in a selfassessment of performance by salespeople
1990).

(Spiro and Weitz,

Yet in the same study, managements ratings of

salesperson performance were found unrelated to adaptive
selling.

Various studies have found the relationship

between adaptive selling and salesperson performance to be
moderated by another variable or variables

(Weitz,

1978,

1981).
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CUSTOMER-ORIENTED SELLING RESEARCH
Another selling strategy endemic to the need
satisfaction and problem-solution sales situations is
termed "customer-oriented selling."
role of a salesperson,

Highlighting the key

Bush and colleagues

(1990)

indicate

the salesforce as being " one of the last ways for a
retailer to truly differentiate itself...."

Research has

shown that the successful salesperson is attuned to the
needs and concerns of customer,

frequently acting as a

diagnostician of needs and problem solver
Staples,

(1981). Hence,

(Dubinsky and

customer-oriented selling is a way

of doing business on the part of salespeople
Weitz,

1979).

(Saxe and

Retailers and industrial organizations

alike are now actively encouraging salespeople to focus on
customer service as a distinguishing factor
Staples,

1981; Dunlap,

Dotson,

Williams and Seminerio,
complex nature of sales,

1985).

and Chambers,

(Dubinsky and
198 8;

Given the dynamic and

it is essential to examine the

fundamental role of the salesperson in the buyer-seller
dyad and which strategy is best utilized within varying
sales situations.

From this point,

a discussion of the

importance and relevance of customer-oriented selling
behaviors with roots grounded in the marketing concept
follows.

Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.

Focus on the Marketing Concept
The marketing concept has been described by different
authors as
A corporate state of mind that insists
on the integration and coordination of
all of the marketing functions which,
in turn, are melded with other
corporate functions, for the basic
objective of producing maximum longrange corporate profits (Felton, 1955,
p. 55).
The external consumer orientation ...
as contrasted to internal preoccupation
and orientation around the production
function; profit goals as an
alternative to sales volume goals; and
... complete integration of
organizational and operational effort
... (Konopa and Calabro, 1971, p. 9).
The marketing concept means that an
organization aims all its effort at
satisfying its customers -- at a profit
(McCarthy and Perreault, 1984, p. 35).
The marketing concept holds that
achieving organizational goals depends
on determining the needs and wants of
target markets and delivering the
desired satisfactions more effectively
and efficiently than competitors
(Kotler and Armstrong, 1989, p. 14).
While customer focus, profits,

and integration of

organizational efforts are frequently discussed when the
marketing concept is described,

the term "marketing

concept" has become synonymous with having a customer
orientation

(Houston,

1986).

Kurtz,

Dodge, and Klompmaker

(1976) have explicitly related the marketing concept to the
behavior of salespeople.

Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.

55

In the marketing concept, all parts of
an organization are oriented toward
solving customer problems and meeting
the needs of the marketplace.
Sales
personnel no longer specialize solely
in increasing sales volume; rather, the
prospect's real needs become the basis
of the marketing p l a n . ...
Companywide
acceptance of a consumer orientation
requires the sales force to become
thoroughly professional in its dealings
with prospects and customers. A mark
of professionalism in sales is that
sellers adopt a problem-solving
approach to their work.
A professional
salesperson does not wonder, "What can
I sell this individual?" but instead
asks, "How can I best solve this
person's problem?" (p. 13, 14).
Development and adoption of the marketing concept has
changed the focus of personal selling from a short-run
emphasis on the needs of sellers to a long-run emphasis on
the needs of customers.

Definition of Customer-Oriented Selling
Customer-oriented selling can be viewed as the
practice of the marketing concept at the level of the
individual salesperson and customer

(Saxe and Weitz,

1982).

The term refers to the degree salespeople practice the
marketing concept by trying to help their customers make
purchase decisions which satisfy customer needs.

Moreover,

highly customer-oriented salespeople engage in behaviors
aimed at increasing long-term customer satisfaction with
the product,
Further,

the salesperson,

and the sales relationship.

highly customer-oriented salespeople avoid
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behaviors which have potential for customer
dissatisfaction.

Thus,

salespeople practicing high

customer-oriented selling avoid actions which sacrifice
customer interest to increase the probability of making an
immediate sale.

For the sales relationship to be both

productive and effective,

the buyer and seller must focus

on the process that produces an effective relationship as
opposed to the outcome only

(Fisher and Brown,

1988).

This

focus on the long-term relationship and its development may
be one of the keys to greater sales success.

Conversely,

the "sell-at-all-cost" selling concept in a company
corresponds to a low level of customer-orientation in a
salesperson.

Benefits and Costs Associated with
Customer-Oriented Selling
Although salespeople can achieve long-term benefits by
using customer-oriented selling,

they also incur costs when

using this approach to selling.

First,

an opportunity cost

is lost when short-term sales are forfeited in order to
maintain customer satisfaction and increase the likelihood
of future sales.
some situations,

However,

it should be recognized that in

the magnitude or significance of the

immediate sale overshadows the potential of future sales.
Another cost associated with salespeople practicing a
customer-oriented approach relates to the cost value of
time.

High levels of customer-oriented selling behaviors

Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.

57

require time to collect information about customer needs
and time to demonstrate how those needs are satisfied by
the salesperson's products.

The time spent in these

activities might be more productively spent on persuasion
techniques within the present sales situation or perhaps on
making sales calls on other customers or potential
customers.

Thus,

there are two types of opportunity costs

to be considered with respect to the active practice of
customer-oriented selling behaviors.
Four conditions when benefits are likely to outweigh
the costs associated with customer-oriented selling are:
1)

the salesperson has the resources needed to tailor their

offerings to meet customer needs,

2) the salesperson's

customers are typically engaged in complex buying
decisions,

3) the buyer-seller relationship is typically a

cooperative one, and 4) repeat sales and referrals are an
important business source for the salesperson
Weitz,

1982).

(Saxe and

Examples of resources the salesperson needs

are a wide range of alternatives and the expertise and
ability to determine which alternatives satisfy customer
needs.

Further,

customer-oriented selling is cost

effective when customers need assistance to solve a new or
complex problem and the buyer-seller relationship is
described as close and trusting.

This situation encourages

a free flow of information integral to effective customeroriented sales approaches.

Finally,

the benefits of

Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.

58

customer-oriented selling behaviors will justify the costs
when repeat sales business and positive referrals can be
expected.

In this scenario,

the salesperson can expect

future contact with the customer and the satisfied customer
can reward the salesperson with continued sales orders and
increased potential sales through referrals.
Within the life insurance environment,

the

circumstances necessary for the gains to outweigh the
losses associated with customer-oriented approaches are
fulfilled.

First,

the insurance salesperson has a wide

range of alternative insurance coverages designed to
satisfy varying customer needs.
trained,

supervised,

Additionally,

he/she is

and experienced in the presentation

and determination of the appropriate plan to meet specific
customer needs.
presents a new,
customer.

The insurance situation also typically
complex,

and important problem for the

The sales interaction often develops into a

cooperative and trusting relationship between the dyad
participants.
salesperson,

Finally, of foremost value to the insurance
the potential for repeat sales and referrals

is an important source of business.
insurance industry,

Within the life

the majority of new sales results from

insurers with existing types of insurance presently
(Automobile,
families,

homeowners,

workplaces,

health,

etc.).

Referrals within

and social organizations provide the

remaining sources of potential business for life insurance.
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Thus, under the given four conditions,

customer-oriented

selling is likely to increase satisfaction,

which is then

likely to increase salesperson performance.

Measurement and Scale Development
In 1982, Saxe and Weitz pioneered the development and
validation of the Sales Orientation-Customer Orientation
(SOCO)

scale.

The scale was designed to measure the degree

to which a salesperson engages in customer-oriented selling
i. e., the degree to which salespeople practice the
marketing concept by trying to help their customers make
purchase decisions that will satisfy customer needs.
Specifically,

the SOCO scale measures six components:

1) a desire to help customers make good purchase decisions,
2) helping customers assess their needs,
products that will satisfy those needs,
products accurately,
influence tactics,
pressure.

3) offering
4) describing

5) avoiding deceptive or manipulative

and 6) avoiding the use of high

The 24-item paper-and-pencil scale relates to

certain actions a salesperson might take when interacting
with b u y e r s .

A total score can be derived by summing the

item scores.
Additional evidence supporting the SOCO scale was
provided by purchasing agents assessing the customerorientation of salespeople who made calls on them (Michaels
and Day,

1985) .

The buyers'

assessment of customer-
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oriented selling behaviors provided almost identical factor
structure and reliability results as prior self-assessments
by salespeople.

Brown, Wiking and Coulter

(1991),

concluded that the SOCO scale "works as well with buyers as
with salespeople,

the retail and industrial settings."

Specificity
In tests of nomological validity,

the SOCO scale

related to the ability of salespeople to help their
customers and the quality of customer-salesperson
satisfaction.

For example,

convergent validity was

examined with measures of time orientation and the
personality trait of Machiavellianism,
SOCO scale correlated

respectively.

The

(.56) with a measure of long-term

versus short-term time orientation
scores correlated negatively

(Saxe,

1979).

Also SOCO

(-.47) with the

Machiavellianism measures which relate a willingness to
engage in manipulative manners.

A lack of correlation with

the Mariow-Crowne Social Desirability Scale

(.00) provides

evidence of discriminant validity.
Further,

two factors were found which explained about

4 0 percent of the variance when examining characteristics
of the sales situation and the customer-orientation of
salespeople

(Saxe,

1979; Saxe and Weitz,

1982).

One

represented both the quality of salesperson/customer
relationships and the importance of repeat business.

The
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other represented the ability of the salesperson to help
the customer to make a satisfactory purchase.
that when the ability to help was high,

It was found

customer-

orientation was positively related to performance,

and when

ability to help was low, customer orientation was
negatively related to performance.

Distinctions between Adaptive and Customer-Oriented Selling
Both adaptive selling and customer-oriented selling
hold fundamental the uncovering of customers' needs and
focusing on satisfying these needs.

However,

in addition,

customer-oriented selling stretches further to include
long-range objectives.

Practicing the marketing concept

through customer-oriented behaviors strives for long-term
customer satisfaction and increased sales performance
through repeat or referral business possibilities.

As a

point of separation, preliminary research reported that
salespeople with both low and high levels of customerorientation will adapt sales presentations to customer
interests

(Saxe and Weitz,

1982).

As such,

it is important

to acknowledge the difference between these constructs,

as

when each may be appropriate is based on the desired
outcome.

Hence,

the distinction is primarily one of goals

and timing -- immediate versus future sales potential.

The

selling approaches of adaptive selling and customeroriented selling should provide evidence of individual and
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separate constructs, yet complementary results in scenarios
leading to increased attitudes and purchase
intentions/recommendations.
Individual difference variables have been shown to be
important variables in the purchase decision process
(Engel, Blackwell and Miniard,

1986).

One such variable,

need for cognition, will be explored in this research for
its effect with adaptive and customer-oriented selling
approaches.

NEED FOR COGNITION RESEARCH
Individual difference variables have been supported as
one of the major sources of variability in attitude change
studies

(Petty and Cacioppo,

1986; p. 54).

As stated,

individual difference variables have been shown to be
important variables in the decision process toward a
purchase.

One such variable is need for cognition.

Previous research has suggested that people differ in their
desire and ability to organize,

understand,

meaningful their world

1947; Katz and Sarnoff,

1954; Cohen,

(Murphy,

Stotland and Wolfe,

enjoy,

1955; Cohen,

and make

1957).

Such

differences in motivation have been ascribed to differences
among individuals in their need for cognition
1957).

Cohen, Stotland,

and Wolfe

(1955)

(Cohen,

described the

need for cognition as "a need to structure relevant
situations in meaningful,

integrated ways.

It is a need to
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understand and make reasonable the experiential world"
291).

(p.

The existence of differences in the strength of such

a need to structure relevant situations in meaningful,
integrated ways implies that persons will be differentially
able to receive and structure a communication situation
(i. e., sales presentation)

in the interests of satisfying

this need.
Additionally,

it. is proposed that individuals feel

tension and frustration from environmental structures and
would engage in "active efforts to structure the situation
and increase understanding."

The level of frustration has

been found particularly strong for individuals with high
need for cognition.

Secondly,

it has been suggested that

people will make more efforts to impose structure on an
unclear one,
cognition.

especially individuals with high need for
Thus,

the degree of structure becomes more

crucial for the individual as the strength of his/her need
for cognition increases
p. 293).

(Cohen, Stotland and Wolfe,

1955,

Need for cognition was distinguished from the

"intolerance of ambiguity" in that the latter speaks of
content of the structuring, while need for cognition
centers upon the degree to which people need integration,
meaning,

and resolve to relevant situations.

and his colleagues'
cognition,

From Cohen

conceptualization of need for

the emphasis was on reduction of tension.
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In addition to avoiding ambiguity and scrutinizing
incoming information to achieve an integrated and
meaningful world, Adams

(1959) enhances the definition of

need for cognition to include employing heuristics and
seeking the advice of experts.

Given the existence of a

measurable need for cognition,

it is hypothesized that an

individual who has a situation about which he/she feels
uncertain or anxious will experience tension and will try
to reduce the tension if he/she has a need for cognition.
This is especially true when the need for cognition level
is high.

One way of reducing the resulting tension under

these circumstances is to seek information or advice about
the problem from an appropriate source.

Hence,

there are

several possible behaviors for an individual with high need
for cognition to follow when striving for an integrated and
resolved state.

In this study,

it is hypothesized that

need for cognition is indeed measurable.

The potential

purchase of life insurance provides an uncertain and
anxious situation which will produce tension for the
individual.

The tension reduction strategy employed is the

seeking of information and advice about the problem from a
recognized expert -- the life insurance salesperson.

Need for Cognition and "Drive" or Instinct
The conceptualization of need for cognition is also
distinguishable from instinct or "drive."

White

(1959)
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suggests there are directed and persistent behaviors that
have a motivational aspect which cannot be wholly derived
from sources of energy typically referred to as instinct.
Individuals low in need for cognition are recognized as
being cognitive misers relative to individuals high in need
for cognition;

this difference is conceived as developing

slowly through repeated or prolonged episodes of effortful
problem solving (Petty and Cacioppo,

1986).

High Need for Cognition Distinctions
Cacioppo and Petty

(1982)

advanced this research

stream by seeking to identify differences in individuals in
their tendencies to engage in and enjoy effortful cognitive
endeavors,

i.e., enjoy thinking

(p.116).

Cognitive effort

refers to the amount of cognitive capacity expended on a
task with the underlying assumption that people are neither
invariantly cogitative nor universally mindless when
dealing with their world
Ellis,

1979).

(Tyler, Hertel, McCallum,

and

The fact that situational factors employed

to manipulate issue-relevant thinking affecting attitudes
sometimes accounts for only a small portion of variance is
theoretically due in part to systematic individual
differences among people with respect to their desire to
engage in issue-relevant thinking.

This is with regard to

their social environment generally and in formulation of
their attitudes specifically.

Moreover,

this suggest that
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an individual differences strategy could be used to measure
chronic differences among people,

in particular,

their need

for cognition, prior to the presentation of a persuasive
appeal,
1982,

i. e., sales presentation

1984b; Cacioppo,

Petty,

(Cacioppo and Petty,

and Morris,

it is reasoned that there are stable
invariant)

1983).

Further,

(although not

individual differences in intrinsic motivation

to engage in effortful cognitive endeavors generally,

just

as there are stable individual differences in intrinsic
motivation to engage in effortful physical endeavors
and Cacioppo,

(Petty

1986).

How the message is presented -- radio,

television,

or

face-to-face with personal selling -- can also affect a
person's ability to engage in issue-relevant thought
(Petty,

Cacioppo and Schumann,

1984).

The form of

presentation may be crucial when the information is
detailed and personally relevant,

especially with high need

for cognition individuals.

Specificity
Individual difference factors such as effectance,
cognitive style,

competency,

and self-efficacy,

although

related when addressing cognitive tasks, were found
theoretically distinct
1959).

(Petty and Cacioppo,

1986; White,

The emphasis in contemporary research concerning

need for cognition is on the statistical tendency of and
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intrinsic enjoyment individuals derive from engaging in
effortful cognitive activities
Cacioppo,

Petty,

and Kao,

(Cacioppo and Petty,

1982;

1984).

Individuals high in need for cognition have been found
to enjoy relatively effortful cognitive tasks even in the
absence of feedback about their performance
Petty,

1982) .

Furthermore,

(Cacioppo and

individuals high in need for

cognition,

as contrasted with those low in need for

cognition,

have been found to report possessing more prior

knowledge about and confidence in their position on a range
of attitudinal issues.

Those high in need for cognition

expressed significantly more favorable attitudes toward
positions involving effortful thinking
comprehensive exams,

reading n o vels), but similar attitudes

toward nonintellectual issues
tuition,
Morris,

sports)
1983) .

(instituting senior

(pets, money,

(Sidera, 1983; Cacioppo,

university

Petty,

and

Individuals high in need for cognition

expressed significantly less fear and anxiety about matters
concerning academic challenges
test and grades)
However,

(performance evaluations,

than low need for cognition individuals.

similar levels of fear and anxiety were found

concerning physical harm, dating and other relationships,
nonacademic areas of college life, and overall fear and
anxiety in high versus low need for cognition in
individuals

(Cacioppo and Petty,

1984b).
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Additionally,

individuals high in need for cognition

have been found intrinsically motivated to engage in
effortful cognitive endeavors and less likely to "socially
loaf"

(refers to not contributing their proper share of

effort) on an interesting cognitive task
and Kasmer,

1985; Harkins and Petty,

and Williams,

(Petty,

Cacioppo

1982; Harkins,

1980; Latane, Williams and Harkins,

Latane

1979).

Although individuals high in need for cognition tend
to engage in more effortful cognitive endeavors,

this is

not to suggest that their cognitive work is unfocused.
Rather,

individuals high in need for cognition think more

about incoming information,

and more specifically,

they

tend to elaborate on previously unintegrated task-relevant
information

(Srull, Lichtenstein,

and Rothbart,

1985).

Individuals high in need for cognition are more likely to
receive more from and think more about the message
arguments than individuals low in need for cognition
(Cacioppo, Petty and Morris,

1983).

Cacioppo and colleagues also tested in their 1983
study,

the notion that the merits of the message arguments

led to the observed attitudes rather that the reverse
relationship.

The results support the view that need for

cognition affects message processing and thereby affects
people's susceptibility to persuasion. Specifically,

high

need for cognition individuals are more likely to derive
their attitude through a careful consideration of the
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arguments important to the recommendations,

thus a higher

association between message evaluation and attitudes.
Further,

high need for cognition individuals produce

significantly more thought regarding the consequences of a
particular situation and their attitudes can be explained
significantly by the perceived advantages and disadvantages
of the complete product/service package
Kao,

and Rodriguez,

Pieters,

1986).

(Cacioppo,

1986; Ahlering and McClure,

Hence,

Petty,

1985;

individuals high in need for

cognition are consistently more likely to base their
attitudes on a diligent analysis of relevant information
(Heesacker,

1986; Heesacker,

Petty and Cacioppo,

1983).

Measurement and Scale Development
Cacioppo and Petty

(1982) developed a scale to assess

these differences in need for cognition among individuals.
In their estimation,
individuals'

the need for cognition represents

tendencies to think about and elaborate on

events in searching for reality
Cacioppo,

Petty and Kao,

1984).

(Cacioppo and Petty,
Specifically,

1982;

the refined

need for cognition scale was designed to distinguish
between individuals who are intrinsically motivated to
engage in effortful analytic activities and those who are
not.

Items included described a variety of situations in

which people could choose to garner information,
the evidence available,

analyze

draw from past experiences,

or
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synthesize ideas.

Cacioppo,

Petty,

and Kao

(1984) refined

the original 34-item scale to an 18-item scale which was
found to possess the same factor structure with one
dominant factor.
Additional evidence for the stability of the factor
structure and internal consistency for refined NCS scales
has been supported
Chaiken,

(Darden, Banasiewicz,

1986; Furguson,

and Petty,

Chung,

and Kleiner,

and Weigold,

1993;

1985; Cacioppo

1982).

Summary
There is evidence for the view that the need for
cognition scale allows for distinctions to be made between
individuals who differ chronically in their tendency to
engage in and enjoy effortful cognitive endeavors.
Furthermore,

the cumulative research on need for cognition

and persuasion suggests the attitudes of high need for
cognition individuals are more likely to be affected by
issue-relevant thinking.

Individuals high in the need for

cognition engage in more focused,

careful considerations

about incoming information,

the sales presentation.

i.e.,

They receive more and think more about message arguments,
which in turn leads to an increased association with
attitudes.
Additionally,

the attitudes of high need for cognition

individuals can be explained significantly by their
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evaluation of consequences and advantages

(disadvantages)

of the total product/service.

it has been

From this,

predicted and supported that the attitudes of high need for
cognition individuals are more predictive of their behavior
(Cacioppo,

Petty,

Kao and Rodriguez,

1986).

It is

hypothesized that individuals high in need for cognition
will engage in effortful evaluation of the information
presented by the life insurance salesperson utilizing high
adaptive and high customer-oriented sales strategies.
These will in turn contribute to high attitudes toward the
salesperson and high attitudes toward the product, both
leading to high purchase intentions and/or high purchase
recommendations.

ATTITUDES RESEARCH
Importance of Attitudes in Marketing
"Man's social actions -- whether the actions involve
religious behavior,
activity,

or buying and selling goods -- are directed by

his attitudes"
p. 139).

ways of earning a living, political

(Krech, Crutchfield,

and Ballachey,

1962,

As early as 1918, Thomas and Znanieck supported

the viewpoint of attitudes as individual mental processes
that ascertain a person's actual and potential responses.
Consistent with attitude theorists
1928),

(e. g., Thurstone,

attitudes are regarded as general evaluations people

hold in respect to themselves, other people,

objects,

and
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issues.

Social researchers assumed that attitudes could be

used to explain human action since attitudes were held as
behavioral dispositions.

As Ajzen and Fishbein

(1980)

point out, other things being equal, the more favorable a
person's attitude is toward a person,
behavior,

etc.,

issue,

object,

the more favorable his/her intention with

regard toward the person or object or toward performing the
behavior.

Thus,

attitudes are extremely important as

directors of consumer behavior.

The whole research area of

consumer behavior deals largely with the processes that
underlie the decision to purchase or use goods and
services.
In marketing,

attitudes toward products are typically

used to predict buying intentions or actual choice
behavior.

To predict and understand this component of

consumer behavior,

it is meaningful to consider attitudes

toward the act of buying or using the product rather than
merely the product itself.
in many instances,

However,

it is noteworthy that,

the more positive a person's attitude is

toward a given product,

the more favorable will be his/her

attitude toward buying that product.

The reason for

distinguishing between the act of buying the product and
the product itself relates to the correspondence between
measure of attitude and intentions and lends support to the
attitude-intentions relationship.

It is important when

using a measure of attitude to predict and understand
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intentions that the measures for each correspond to the
other with respect to action,

target,

context,

and time

e l e m e nts.
In the present research,
assessed:

two measures of attitudes are

attitudes toward the product and attitudes

toward the salesperson.

Although termed "attitude toward

the product," the measure is actually one of attitudes
toward the act of buying life insurance.

This specific

action is bounded to measure the act of senior-level
college students buying a specific life insurance product
from a particular insurance salesperson now or in the
immediate future.

Similarly,

"attitude toward salesperson"

is in reality the attitude toward the act of buying from
this salesperson.

Confines of this measure delineate the

act of senior-level college students buying life insurance
from this specific insurance salesperson now or in the
immediate future.

Thus,

albeit likely when dealing with

such a behavior as buying a product or buying from a
person,

these two attitudes tend to be highly correlated to

attitudes toward the product and attitude toward the
salesperson, respectively;

the distinction is necessary.

Ignoring this seemingly minor difference has contributed to
conflicting results and the confused state of prior
attitude research (LaPiere,
Fishbein,

1934; Abelson,

1972; Ajzen and

1977).
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Behavioral Intentions and Recommendations
Research shows that intentions are highly accurate
predictors of purchase behavior in cross-sectional
analyses.

Moreover,

the relationship between intentions

and behavior at the individual level has been found strong.
The stronger a consumer's intention is to purchase a given
product,

the greater likelihood is that he/she will in fact

purchase it.

Hence, buying intention is supported as the

best single predictor of actual buying behavior.
Research has shown, when an attitude is formed through
direct person experience,

the attitude is necessarily based

on self-generated information.

As such, the attitudes were

found to be better predictors of associated behavior;
attitude-behavior consistency was stronger
Fazio and Zanna,
colleagues

(1985)

1981).

(Watts,

In related studies,

the

1967;

Davidson and

examined the attitude-behavior

consistency when the amount of information about the
attitude object varied.

Analyses indicated that as the

amount of information increased,

so did the correlation

between intention and behavior.

Furthermore,

studies,

in these

the amount of information continued to moderate

the intention-behavior link even after controlling for
previous attitude to object experiences and intentions
confidence.

From here,

it follows that customers with more

information about an object are more likely to have formed
their attitudes and intentions through self-generated
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information and consideration.

This would be especially

true when the need for cognition is high.

Attitudes of

high need for cognition customers are proposed as more
predictive of their behavior than attitudes of low need for
cognition persons.
Purchase recommendations are also hypothesized as an
important outcome variable.

Typically,

the primary

outcomes investigated, within personal selling are
performance when the salesperson is studied or purchase
intentions when the customer is the focus.

However,

when

long-term relationships and potential repeat and referral
business is possible, purchase recommendations are also of
of interest.

Attitudes toward the product and attitudes

toward the salesperson may be positively increased,
responding to adaptive selling and/or customer-oriented
selling behaviors,

yet purchase intentions might not

reflect the associated increase.

For example,

if the

customer is facing the repayment of substantial student
loans in the near future or if he/she has just committed to
another life insurance policy, purchase intentions would be
reported as low.

This could be in spite of increased

attitudes toward both the product and the salesperson. The
special situation merely forces purchase intentions to be
assessed as low and non-reflective of the whole situation.
Measurement of purchase recommendations would indicate the
true relationship based on the effects of adaptive and
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customer-oriented selling behaviors under these
circumstances.

Again,

in life insurance sales,

increased

positive recommendations may be of equal or greater
importance than the present sale.

HYPOTHESIZED RELATIONSHIPS
The hypothesized linkages and relationships
represented in this study reflect the current state of
understanding regarding this group of constructs.

While

there are many conflicting and sometimes confusing findings
concerning personal selling, the proposed relationships
have considerable support in the literature.

Formal

hypotheses based on these relationships will now be
presented.
This study is based on eight specific hypotheses
relating to adaptive selling and customer-oriented selling
behaviors within the personal selling domain.

The need for

cognition construct is considered to offer a particularly
profitable environment for assessing the two specified
seling strategies.

Of importance for this study, high

levels of need for congition are hypothesized to impact the
proposed selling behaviors.

Adaptive selling and customer-

oriented selling are explored from the customer's vantage
point with respect to influence on attitudes toward the
product,

attitudes toward the salesperson,

and ultimately,

purchase intentions and/or recommendations.
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When levels of need for cognition are high:
HI:

High levels of adaptive selling behaviors, as
perceived by the customer, will positively influence
attitudes toward the p r o d u c t .

H2:

High levels of adaptive selling behaviors, as
perceived by the customer, will positively influence
attitudes toward the salesperson.

H3:

High levels of customer-oriented selling behaviors, as
perceived by the customer, will positively influence
attitudes toward the product.

H4:

High levels of customer-oriented selling behaviors, as
perceived by the customer, will positively influence
attitudes toward the salesperson.

H5:

More favorable attitudes toward the product will
positively influence purchase intentions.

H6:

More favorable attitudes toward the product will
positively influence purchase recommendations.

H7:

More favorable attitudes toward the salesperson will
positively influence purchase intentions.

H8:

More favorable attitudes toward the salesperson will
positively influence purchase recommendations.
These hypothesized relationships form the basis of

this research.

By examining these hypotheses,

the study

hopes to contribute to a better understanding of the nature
and influence of adaptive selling and customer-oriented
selling behaviors as influencing relevant attitudes and
ultimate purchase outcomes.

Chapter Three will deal with

measurement and methodological issues associated with the
current study.
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CHAPTER 3
METHODOLOGY

Chapter Three describes methods, measurement
instruments,

sample design,

current study.

and analyses used in the

For organizational purposes,

is divided into three sections.
outlines the design of the study.

this chapter

The first section
Included in this

section is a description of the study setting,
design,

and data collection procedures.

sample

The second

section presents measures and operationalizations of the
model construct.

Development of the measurement

instruments is discussed.

Also included in this section

is a description of the sales presentation development
process which consisted of literature review,
group,

a focus

and individual interviews and observation of actual

sales calls.

The third section outlines the analyses for

the measurement and structural models.

Reliability and

validity considerations are presented.

78
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DESIGN OF THE STUDY
SETTING
Life insurance was selected as the context for the
research as it meets several criteria.

First,

it is an

important service industry with purchases exceeding
$1 trillion in 1988
Second,

(Life Insurance Fact Book,

1988).

it provides a wide variety of sales situations

that appear to require insurance agents to be adaptive
and/or customer-oriented in order to be effective;

there

are "dozens of basic policies and a number of riders that
m a y be added ... possible combinations,
infinity"

(Belch,

therefore approach

1973, p. 19).

The insurance setting also provides an environment
where the benefits associated with adaptive selling and
customer-oriented selling would be likely to outweigh
their costs.

Life insurance is complex enough to require

personal selling and allow the possibility of some degree
of adaptive selling.

The benefit criteria necessary for

adaptive selling to be effectively utilized include the
following:
needs,

wide variety of customers with differing

large potential orders, company support,

salesperson capabilities would all be satisfied.

and
In

addition, this setting encompasses the characteristics
needed to study customer-oriented selling:

range of

available alternatives, newness or complexity of
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the buying task, cooperation level in the relationship,
and the potential of repeat or referral business.
Life insurance,

rather than other types of insurance,

was chosen due to its complex yet personal nature.
other types of insurance,
policies,

Some

such as automobile or homeowners

have become simpler,

almost generic with respect

to standard options and coverages.
insurance remains detailed,

However,

life

requiring some level of

customization in most cases.

SAMPLE
The sample population relevant for this research
includes senior-level students enrolled in the College of
Business Administration at a major southeastern
university.

The selection of student subjects is sound

from the standpoint of external validity because college
upperclassmen are an important market segment for life
insurance

(Johnston-0'Connor, O'Connor, and Zultowski,

1984; Busch and Wilson,

1976).

competitive insurance industry,

In fact,

in today's highly

life insurance salespeople

focus intensive selling efforts aimed at college seniors.
Additionally,

subjects'

familiarity with the product

choice was assessed to support the appropriateness of the
research sample.
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DATA COLLECTION PROCEDURE
The data collection is
is also summarized in Table

described in this section.
3.1.

It

All subjects first

completed a Need for Cognition scale assessing this
individual difference variable

(Cacioppo and Petty,

1982).

Next, the subjects were exposed and responded to a video
tape showing the personal selling situation.

The video

presentation consisted of a sales encounter in which high
levels of adaptive selling and high levels of customeroriented selling level were

used in the life insurance

setting.

video sales scenario,

After viewing the

students

completed a questionnaire containing measurements for:
assessments of adaptive selling levels, assessments of
customer-oriented levels, attitudes toward the product,
attitudes toward the salesperson, purchase
recommendations,

and purchase intentions.

Also the

questionnaire contained demographic and classification
questions.

(See Appendix:

Dissertation Questionnaire).

MEASURES AND OPERATIONALIZATIONS
Six constructs comprise the theoretical m o d e l :
1) adaptive selling behaviors,
selling behaviors,

2) customer-oriented

3) attitudes toward the product,

4) attitudes toward the salesperson,

5) purchase

recommendations, and 6) purchase intentions.

Also the

need for cognition construct was measured for its effect
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TABLE 3 . 1
DATA COLLECTION PROCEDURE

All subjects:

1.

Complete the Need For Cognition scale.

2.

View and evaluate a video presentation of the
personal selling strategies (adaptive selling and
customer-oriented selling behaviors) applied in the
insurance environment.

3.

Complete questionnaire assessing adaptive selling,
customer-oriented selling, attitudes toward the
product, attitude toward the salesperson, purchase
intentions, and purchase recommendations.
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on model relationships.

The next several segments discuss

how each of these seven constructs was measured in the
dissertation research.

ADAPTIVE SELLING
The adaptive selling construct was measured using
items from the Spiro and Weitz ADAPTS scale
illustrate,

dimensions included,

unique-approach.

(1990) .

To

"Each customer required a

When the approach is not working,

salesperson can easily change to another approach,
To provide the individual customer's perspective,

the
etc."

these

items were modified for the customer to evaluate the
perceived level of adaptive selling behaviors during the
interaction.

For example,

"The salesperson treated me as

a unique potential sale with special needs.
when the sales approach was not working,

It seemed

the salesperson

appeared to easily change to another approach,

etc."

Items were scored on five point "strongly disagree"
to "strongly agree" scales.
research studies,
specified,

Consistent with previous

even though multiple facets have been

item scores were averaged over the total 16

items for an overall adaptive selling score.

CUSTOMER-ORIENTED SELLING
Measures based on the SOCO scale developed by Saxe
and Weitz

(1982) were used to assess levels of customer-
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oriented selling.

These measures were modified and

enhanced to reflect customer perceptions,
self-reports by the salesperson
Brown, Widing and Coulter,

rather than

(Michaels and Day,

1991).

1985;

Relevant items

indicating customer assessments of salespeople in general
(without regard to a particular industry or salesperson)
included,

"The salesperson tried to help the customer

achieve his goals.

If the salesperson is not sure a

product is right for a customer,

he will not apply

pressure to get the customer to buy anyway,

etc."

For

these measures to be assessed from the customer's vantage
point concerning a specific sales situation and
salesperson,
example,
goals.

items were modified accordingly.

For

"The salesperson tried to help me achieve my
If the salesperson was not sure a product was

right for me,

it appeared he/she would not apply pressure

to get me to buy it anyway,

etc."

One overall measure of the salesperson was evaluated
in the form,

"In general,

I liked the salesperson in the

video" and served as a check measure for the customeroriented scale.

Items were all scored on a five-point

scale ranging from "strongly disagree" to "strongly
a g r e e ."
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ATTITUDE TOWARD THE PRODUCT
Attitude toward the product was measured with a
three-item semantic differential scale utilized by
Miniard, Bhatla,

Lord, Dickson,

purpose

Scale items included positive/negative

(1991).

and Unnava for the same

and like very much/dislike very much.

Also a general

attitude toward the product was assessed regarding
favorability.

ATTITUDE TOWARD THE SALESPERSON
Attitude toward the salesperson was measured
using relevant constructs used by Swan and Oliver

(1991)

to confirm customer perceptions of their salesperson.
variables included were:
inputs,

1) buyer outcomes,

3) fairness and preference,

regarding the salesperson.

The

2) salesperson

and 4) intentions

Additionally,

attitude toward

the salesperson was measured by seven semantic
differential scales respectively,

assessing the customers'

reactions to the following salesperson characteristics:
appealing-unappealing,

informative-not informative,

knowledgeable-not knowledgeable,
effective-not effective,

expert-not an expert,

persuasive-not persuasive and

trustworthy-not trustworthy.

The mean scores and

direction of these items served as manipulation checks
supporting the primary attitude toward the salesperson
measures.

In addition,

a general attitude measure of the
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salesperson's interest in determining customer needs was
assessed.

Finally,

a general overall measure of attitude

toward the salesperson was also assessed and served as a
manipulation check.

PURCHASE INTENTIONS
Intentions to purchase were assessed,
asking subjects,

for example,

by

"How likely are you to purchase this item

the next time you have a need for this type of product?"
It was anchored by very likely to purchase/not very likely
to purchase

(Peterson, Wilson and Brown,

Additionally,

items developed by Miniard

1992) .
(1991) were

utilized to evaluate intention to purchase which included
probable/improbable.

PURCHASE RECOMMENDATIONS
Purchase recommendations provide another possible
outcome to the sales situation beyond,
purchase intentions.

or rather than,

However, purchase recommendations

were similarly evaluated by asking,

"How likely are you to

recommend this item for purchase by friends or family the
next time a need for this type of product arises?"

The

question was anchored by very likely to recommend a
purchase/not very likely to recommend a purchase.
addition,

In

purchase recommendations were evaluated using an

item including probable/improbable.
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NEED FOR COGNITION
The need for cognition construct was measured prior
to viewing the video tape by administering the Need for
Cognition Scale
(1982).

(NCS) developed by Cacioppo and Petty

Cacioppo,

Petty and Kao

(1984) refined the

original 34-items scale to 17-items and more recently,
Darden, Banasiewicz and Kleiner

(1993)

found strong

support for a further refined 10-item NCS scale.

These

items were scored on 6 -point scales ranging from "strongly
disagree" to "strongly agree".

The participating

individual's responses were divided into two groups based
on the median s p l i t :

those with high need for cognition

and those with low need for cognition.

The high need for

cognition group was then assessed for possible effects on
model relationships.

SALES PRESENTATION DEVELOPMENT PROCESS
To approximate the conditions of an actual buyerseller interaction, a videotaped sales call was developed.
This process included four stages:
review of literature,
interviews,

1) comprehensive

2) focus groups,

3) individual

and 4) pretest of the video presentation.

First, drawing on extensive buyer-seller literature
and insurance-related literature, dimensions of insurance
sales calls of importance to life insurance customers were
identified.

The typical life insurance sales call
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encompasses seven parts.
1)

In simple form, these are:

greeting/small talk exchange,

company by the salesperson,

2) overview of the

3) information exchange about

the customer's specific situation

(family,

income,

future

p l a n s ) , 4) discussion of importance and benefits of life
insurance,

5) types of policies and their advantages

highlighted by the salesperson,
costs,

6) discussion of terms,

and customer's specific situation,

7) reassurances and attempts to close the sale by the
salesperson
Oh,

(Leigh and Rethans,

1984a; Dwyer,

Schurr,

and

1987) .

FOCUS GROUPS
To assist in development of a realistic insurance
sales call,

a focus group discussion was conducted.

It

was anticipated that the discussion would further support
the sales call norms reported in the literature.
The focus group interview was conducted at an
insurance company office in Baton Rouge, Louisiana.

The

session lasted approximately one hour and consisted of six
men -- sales managers and agents of multi-line insurance.
The method used for the focus group was as follows:
The focus group moderator explained the research topic and
outlined the rules.

The overall guiding consideration was

to obtain information about the components necessary for a
successful sales call,

i. e.,

"What have your experiences
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shown necessary and effective in the selling of life
insurance?"

Also a series of open-ended questions were

deliberated.
A review of the focus group transcript delivered a
consistent procedure with previous literature guidelines.
The general components were similar with emphasis on
correct and complete information regarding the customer's
situation and needs,

thorough explanation of the

advantages and benefits of life insurance -- in general,
as well as for specific policy options applicable,
guidance and reassurance by the salesperson.

and

These three

aspects appear to reflect the complexity of the product
and competitive nature of the insurance industry.

INDIVIDUAL INTERVIEWS
Individual interviews were carried out with
successful insurance agents who sold multi-line coverages,
some who specialized in life insurance within a multi-line
company,

and some who sold only life insurance for a

specialized life insurance company.
purposes.

First,

These served several

these interviews were done to uncover

any differences between salespeople with multiple lines of
insurance coverages and salespeople who are experts on
life insurance only.

An additional aim was to address

varying strategies between single-line and multiple-line
insurance companies which might effect the sales
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presentation.

Finally,

several actual sales calls were

reviewed to observe "first-hand" life insurance
presentations by salespeople.
Results from the separate individual interviews and
the actual sales presentations paralleled the findings
from the focus group.

In practice,

the insurance sales

call interaction followed Table 3.2.
gathered utilizing the literature,
individual interviews,

From the information

a focus group,

and

the videotaped sales call

presentation was developed.

The salesperson making the

presentation was very successful and a local life
insurance agent with a large multi-line company.

The use

of a professional agent guaranteed technical accuracy of
the presentation and enhanced its credibility.

The

salesperson has 19 years of experience and actively
pursues college upperclassmen as a potential market.
The final video presentation lasted around 16 minutes
and depicted an actual life insurance sales call between
an insurance agent and a college senior.
message was informative and persuasive.
insurance and its importance,
associated advantages of each,

The sales
It explained life

various policies and the
the specific benefits to

the student based on his particular needs, and why the
student should consider buying the recommended policy.
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TABLE 3 . 2
INSURANCE SALES CALL IN TER AC TIO N

Action or Event

S
C
S
C
S
S
C
S
C
S
S
C
S
S
S
C
S1
S
S
S
S
S
S
C
S
S
C
S
C

Says hello/greets customer
Says hello/exchange greeting
Small talk (other than customer-related)
Responds to salesperson's small talk
Overviews company background information
Asks about dependents/family/marriage
Answers about family/marriage
Asks about personal history/background
Responds concerning history/background
States necessity of insurance in your life
Asks about your present policies
Asks questions about policies/insurance types
Explains benefits of insurance
Gives information
Highlights advantages of policies
Asks about terms/costs
Answers questions
Discusses price/payment plans
Tells you more about options/other insurance
Asks for interest/commitment
Reassures customer
Talks about policy forms/options
Attempts final close/asks for signature
Would like to think it over
Gives you business card/phone number
Thanks or reassurance/call me if...
Stands/leaves desk/walks to door
Shakes hand
Shakes hand

Note:

C = customer; S = salesperson.
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High levels of adaptive selling and high levels of
customer-oriented selling behaviors were incorporated in
the sales presentation.

To secure effectively the levels

of highly adaptive selling behaviors vs. low or "no"
adaptive selling behaviors,

a panel of experts was used to

judge the video tape utilizing measures from the ADAPTS
scale

(Spiro and Weitz,

1990).

Similar procedures were exercised to ensure the
levels of high customer-oriented selling vs. low customeroriented selling.

A panel of experts was employed to

judge the video tape based on measures from the SOCO scale
developed by Saxe and Weitz
and enhanced
Coulter,

(1982), which were modified

(Michaels and Day,

1985; Brown, Wiking and

1991).
DATA ANALYSES

This section is divided into five parts.

The first

two sections address reliability and validity assessments
and considerations.
discussed.

Fourth,

Next,

exploratory factor analyses are

the confirmatory factor analyses and

structural equation modeling are detailed.

The final

section describes the proposed hypotheses testing.

RELIABILITY
Reliability can be defined as the degree to which
measures are free from random or chance error

(Peter,
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1979).

This is important as a reliable scale is capable

of producing consistent results through repeated
administrations across various samples and situations.
Three primary methods exist for assessing reliability:
test-retest,

alternative forms,

and internal consistency.

For measures used in the dissertation research,
consistency was assessed.

internal

The most common criterion for

estimating reliability based on internal consistency is
coefficient alpha.

In most cases, alpha is an appropriate

criterion because the largest source of measurement error
is generally due to sampling of content

(Nunnally,

1967).

There are no established standards of reliability
assessment, but some guidelines do exist.
suggests that reliability coefficients of
acceptable in early stage research.

Nunnally

(1967)

.70 are

Over a five-year

period across five marketing publications,

Peter

(1979)

found most of the studies reported estimates of internal
consistency.

The median internal consistency correlation

(primarily Cronbach's alpha)

was .72.

coefficients are not strict rules,

While these

they can be regarded as

guidelines of typical reliability coefficients found in
marketing research.

Thus,

reliability coefficients of

.70

were considered sufficient for this study.
With the advent of analysis of covariance structures
using tools such as LISREL,

researchers are now using
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individual item reliabilities provided by the program.
With LISREL,

the individual item reliability can be

calculated by squaring the standardized factor loading for
that particular item.

Construct reliabilities can also be

calculated following a method outlined by Fornell and
Larker

(1981).

Construct reliabilities are calculated by

summing the squared factor loading and dividing by the
summated squared factor loadings plus the summated
measurement error correlation matrix diagonals

(theta

delta diagonals).
The computation of coefficient alpha assumes the
items have equal reliabilities.

This assumption is not

made when computing reliabilities using LISREL which means
that the composite reliability may be underestimated
(Gerbing and Anderson,

1988) .

However,

the difference is

not significant and, as noted by Gerbing and Anderson
(1988),

"In practice, unless the number of items on the

scale is very small and/or the item reliabilities are very
discrepant,

the underestimation of the composite

reliability by alpha is likely to be of no practical
consequence"

(p. 190).

VALIDITY ASSESSMENT
In addition to testing the reliability of a measure,
validity assessment must also be conducted.

Validity is

typically defined as the degree to which instruments
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measure constructs which they are purported to m e a s u r e .
As such,

a measure is valid when the differences in

observed scores reflect true differences on the
characteristic being assessed and nothing else.
several different types of validity:
nomological validity,

There are

construct validity,

content validity,

and discriminant

validity.
Construct validity is concerned with the extent to
which measures correspond with latent constructs
1981).

Cronbach and Meehl

(Peter,

(1955) note that "construct

validation takes place when an investigator believes his
instrument reflects a particular construct to which are
attached certain meanings"

(p.290).

The process of

construct validation cannot be established with a single
study.

Zeller and Carmines

(198 0) propose construct

validation to consist of three stages.

First,

theoretical

relationships between constructs must be specified.
Second,

empirical relationships between the measures of

the constructs must be examined.

Third,

empirical

evidence must be interpreted in terms of how it clarifies
the construct validity of the particular measure.
Cronbach

(1951) suggests that construct validation

requires the development and testing of a "nomological
network."

To rephrase,

constructs need to be shown to be

related to each other in an increasingly complex network

Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.

96

hypotheses and relationships.

Hence,

the process of

construct validation is theory-laden.
For the purposes of this dissertation,

evidence of

construct validity was supported to the extent that
hypothesized relationships between constructs were
statistically significant.
Content validity

(face validity)

concerns the extent

to which a set of items reflects the full domain of the
construct.

In other words,

do items used to measure a

construct appear to be related to that measure and sample
the appropriate domain for that variable

(Churchill,

1979)?

(1980), obtaining

As stated by Zeller and Carmines

content validity involves two interrelated steps:
1) specifying the domain of content,

and

2) construction/selection of items associated with the
domain of content

(1980, p.78).

However,

there is no

objective criterion for establishing whether a measure has
obtained content validity.

Nunnally

(1967)

asserts

reliance on "reason regarding the adequacy with which
important content has been cast in the form of test items"
(p. 82) .

In the case of each of the utilized scales,

it

appears that the items pass this test of validity.
Discriminant validity examines the extent to which
the measurement scale is novel and not simply a reflection
of some other variable.

If two presumably distinct
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measurement scales correlate very highly,

they may be

measuring the same characteristic or construct rather than
different ones.
Fiske

(1959)

In a seminal article by Campbell and

concerning discriminant validity,

"Tests can

be invalidated by too high correlations with other tests
from which they were intended to differ"

(p.83) .

Discriminant validity is assessed by examining the
correlation between the measure of interest and other
measures that purportedly measure a different,
related,

construct.

Additionally,

but

LISREL techniques allow

for constructs to be tested directly against each other.

EXPLORATORY FACTOR ANALYSIS
A correlation matrix was computed showing the
intercorrelations among all constructs.
shown in Table 3.3.

These results are

Exploratory factor techniques were

utilized in searching for structure among the set of items
and constructs.

Both orthogonal and oblique factor

solutions were compared to assess the number of factors
and factor structure.

Item-total correlation statistics

were reviewed for general "fit" for all scale items.
Reliabilities for the scales were appraised using
coefficient alphas.
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TABLE 3.3
CORRELATIONS AMONG CONSTRUCTS

SOCO ADAPTS
SOCO
ADAPTS

ATTSP

ATTPR0D

PINT

PREC

1.000
.552

1.000

ATTSP

.834

.4 98

1.000

ATTPR0D

.667

.425

.716

1.000

PINT

.626

.392

.607

.850

1.000

PREC

.435

.421

.511

.757

.554

1 .000
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CONFIRMATORY FACTOR ANALYSIS AND STRUCTURAL EQUATIONS
MODELING
Confirmatory factor analysis allows the researcher a
number advantages beyond exploratory factor analysis.
With a confirmatory factor model,

constraints may be

imposed by the researcher to reflect the supporting theory
of which observed indicators are reflective of a latent
construct.

Additionally,

statistical tests can be used to

determine if the sample data are consistent with the
constraints or theory -- whether the data confirm the
substantively generated model

(Long, 1983).

As an extension of confirmatory factor analysis,
structural equation modeling provides a means of testing
both the measurement model and the proposed theoretical
model.

Based on theory,

the researcher provides a model

which attempts to explain the relationships among a set of
observed indicators in terms of a generally smaller number
of unobserved or latent constructs.

First, the

measurement model is examined by linking observed
indicators to latent constructs through a factor analytic
model.

Second,

the causal relationships among the latent

constructs are specified through a structural equation
model.
In this dissertation research,

confirmatory factor

analysis and structural equation modeling were employed to
test the proposed model hypotheses.

The LISREL VII
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program

(Joreskog and Sorbom,

1989)

served as the

estimation program for the analyses.

ASSESSING OVERALL MODEL FIT
In evaluating the adequacy of the factor and
structural equation models,
fit were used.

First,

several measures of overall

the results were examined to see if

any abnormal results such as negative error variances,
standardized loadings greater than one,
large parameter estimates existed.
problems were encountered,

and extremely

If any of these

specification,

identification,

and possible input errors would have been indicated.
The chi-square goodness of fit statistic allows a
test of the null hypothesis that a given model provides an
acceptable fit of the observed data.

If the values of

chi-square are larger than the critical value,
hypothesis is rejected.

the null

This would imply the proposed

model did not generate the observed data.
The use of the chi-square statistic in evaluating
models has formulated a great deal of controversy
1981; Fornell and Larker,

1981).

Primarily,

(Darden,

this

statistic is not appropriate for evaluating model fit
because it reverses the traditional role of hypotheses in
statistical theory.

If the null hypothesis is rejected,

the research hypothesis is also rejected.

The ability to

reject the research hypothesis or power to reject is not
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known

(Fornell,

1983) .

This could result in rejecting the

model when it is correct and finding support for the model
when it is incorrect.

Additionally,

large sample sizes

may effect the results.
Several alternatives to the chi-square goodness-offit test have been offered.

Joreskog and Sorbom

propose a goodness-of-fit index
goodness-of-fit index

(1984)

(GFI) and an adjusted

(AGFI) which indicate the relative

amount of variances and covariances jointly accounted for
by the hypothesized model.

As a rough guideline to

suggest a meaningful model, AGFI values in the high .8 and
above are recommended

(Bagozzi and Yi, 198 8) .

The GFI and AGFI values may be somewhat marginal due
to inconsistencies applicable to sampling characteristics
(Bollen, 1990; Marsh,

Balia,

and McDonald,

1988) .

Thus,

two additional indices are evaluated:

the Corrected Fit

index (CFI) and the Tucker-Lewis index

(TLI)

1990; Mulaik, James, Van Alstine, Bennett,
Stilwell,

1989).

(Bentler,

Lind and

These indices have been found to be

robust to sampling problems.

Values in the high

.80 range

are suggested,

similar to those with GFI and AGFI.

For

this research,

these indexes along with the chi-square

statistic were used in evaluating the model fits of the
dissertation data.

Fit indices and findings from the

pretest data are shown in Table 3.4.
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Measurement
Property

N u m b e r o f I t ems
M ean
Standard
Deviation
Chi-Square
Null M o del

(df)-

C h i - S q u a r e (df)T e s t e d M odel

N e e d for
Cognition

Sales
OrientationCustomer
Orientation

Adaptive Selling

Attitude toward
Salesperson

Attitude toward
Product

10

24

16

5

3

43.31

92.53

49.89

17.82

13.42

6.31

13.65

8.42

3.90

3.66

1 7 2.07

65.53

(45)

(35)

1248.63

(300)

1 709.05

554.96

(275)

440.64

(120)

(104)

213.33

(10)

12.95

(5)

16.08

(3)

0.0

Goodness-of-Fit

0.039

0.622

0.535

0 .939

1 .0

Adjusted
Go o d n e s s
of-Fit I n d e x

0 .748

0.553

0.392

0 .816

•kk ★

C o r r e c t e d Fit
I ndex

0 .777

0.731

0.791

0.962

★ * *

Tucker-Lewis
I ndex

0.691

0.678

0 . 756

0 .922

★ * *

A lpha

0.738

0.932

0.878

0.866

0.929

Composite
Reliability

0.742

0.934

0.871

0.867

0.552

***

=

Not A p p l i c a b l e

102
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TABLE 3.4
FIT INDICES AND FINDINGS - PRETEST DATA

103

To examine the discriminant validity among the
adaptive selling and customer-oriented selling factors,

a

two-factor model was compared against a one-factor model.
The two-factor model represents two distinct, yet
correlated factors
selling).

(adaptive selling and customer-oriented

The one-factor model represents all items from

the two factors loading only on one factor,
are all tapping the same dimension.

i. e.,

In general,

items

if the

chi-square fit of the two-factor model is significantly
better than the one-factor model,

then there is evidence

of discriminant validity (Anderson and Gerbing,

1988) .

HYPOTHESES TESTS
Hypotheses HI to H8 were tested jointly through the
use of a structural equation model which specified the
linkages between observed variable indicators and latent
constructs.

The proposed model of purchase intentions and

recommendations within the adaptive selling and customeroriented selling framework was tested using LISREL VII.

Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.

CHAPTER 4

ANALYSES AND RESULTS
This chapter presents results obtained from testing
study hypotheses.

The approach taken in analyzing the

data was to test the proposed model of the impacts of
adaptive selling and customer-oriented selling behaviors
on ultimate purchase decisions.
chapter is as follows.

The organization of this

The chapter begins with a

description of the model constructs and their
correlations.

The measurement model is then presented

with each scale addressed separately. Next, the fit of the
theoretical model and relationships among constructs are
examined.

Both the measurement and structural models are

assessed using structural equations modeling techniques.
Further investigation of the individual hypotheses was
undertaken using path analysis tools.

The final section

of the chapter provides a brief summary of the findings.
ASSESSING THE MEASUREMENT MODEL
CORRELATIONS
The correlations among constructs in this study are
presented in Table 4.1.

As discussed in Chapter 3, all

104
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TABLE 4.1
CORRELATIONS AMONG CONSTRUCTS

SOCO
SOCO

■ 1.000

ADAPTS

ATTSP

.569

.793

PINT

PREC

.435

.350

.388

A TT ppQ Q

ADAPTS

.569

1. 000

.576

.221

.210

.212

ATTSP

.793

.576

1.000

.440

.386

.416

.221

.440

1.000

.608

.623

A TTpgQ p

.435

PINT

.350

.210

.386

.608

1.000

.600

PREC

.388

.212

.416

.623

.600

1.00
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analyses are examined within the high need for cognition
condition

(median = 4.3).

For several reasons thissegment

of customers represents a more fruitful environment for
testing the effects of adaptive selling and customeroriented selling behaviors than that of low need for
cognition.

First,

individuals high on the need for

cognition are more affected by the effortful cognitive
activities required in the personal selling exchange
(Petty,

Cacioppo, and Schumann,

1984).

High need for

cognition individuals have been found intrinsically
motivated to engage in these types of involved cognitive
endeavors.

Next,

customers with high need for cognition

think more about incoming information,
specifically,

and more

they tend to elaborate on information

(Srull, Lichtenstein,

and Rothbart,

1985) .

As such,

individuals high in need for cognition are more likely to
receive more from and think more about the message
arguments than individuals low in need for cognition
(Cacioppo,

Petty, and Morris,

1983).

Third,

high need for

cognition individuals produce significantly more thought
regarding the consequences of a particular situation,

and

their attitudes can be explained significantly by the
perceived advantages and disadvantages of the complete
product or service offering

(Ahlering and McClure,

1985) .
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Customer-oriented selling behaviors
adaptive selling behaviors

(SOCO) and

(ADAPTS), which serve as

independent variables are correlated at the level of r =
.569

(p < .01).

While not excessively high,

it is

important to recognize the common component of these two
constructs.

Customer-oriented selling and adaptive

selling do in fact represent different and distinct
constructs

(proof of discriminant validity is provided

s hortly), but correlation between them provides insight to
their respective values regarding purchase decision
situations.
Both SOCO and ADAPTS are significantly correlated
with attitudes toward the salesperson
and r = .58, respectively).

(p < .01, r = .793

It is interesting to note

that, while both selling strategies directly influence
customer's attitudes toward the salesperson,

customer-

oriented selling is more closely related with an r value
near

.80.

Hence under high need for cognition,

it is

suggested that when customers feel the salesperson is
responding in accordance with the customer's best
interest,

there is a closer relationship with attitudes

associated toward the salesperson.
Customer-oriented selling was found significantly
correlated with attitudes toward the product
p < .001) .

In addition,

(r = .435,

adaptive selling behaviors showed
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a positive correlation with attitudes toward the product
(r = .221, p < .01).

Thus,

there is a significant

association between the selling approach utilized and
assessments of the product.
Attitude toward the product is positively correlated
with purchase intentions
recommendations

(p <.01, r = .608)

(p < .01, r = .623).

and purchase

These relationships

are in the expected direction and show considerable
strength.

It is noteworthy that an individual's attitude

toward a product and his(her)

purchase-related decision --

both intentions and recommendations ---

positively

c o r r elate.
A significant positive correlation is found between
attitude toward the salesperson and purchase intentions
(p < .01, r = .386).

Similarly, attitude toward the

salesperson and purchase recommendations are positively
correlated

(p < .01, r = .416).

These numbers confirm the

role and importance of the salesperson in purchase
de c i sions.

EVALUATION OF THE MEASUREMENT MODEL
The measurement model was investigated by linking
observed indicators to latent constructs through
confirmatory factor analysis techniques.

The results were

examined to see if any abnormal results such as negative
error variances,

standardized loadings greater than one,
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or extremely large parameter estimates existed.
these abnormalities were indicated,
identification,

None of

thus specification,

or input errors were not exhibited.

The following criteria were used in evaluating the
measurement models:

1}

high coefficient alpha values and

composite reliabilities

(greater than .7), 2) normalized

residuals less than 2.0

(Bagozzi and Yi,

1988, p. 82), and

3) significant loadings of the individual items on the
proposed construct.

These criteria,

along with the

measures of overall model fit, give an indication of the
unidimensionality and internal consistency of the scales.

RELIABILITIES
The composite reliability for each construct was
calculated following Fornell and Larker's equation

(1981).

Coefficient alpha is also provided as an internal
consistency method for assessing reliability.

All

reliability coefficients are proposed acceptable at the
level suggested by Nunnally

.7

(1967) which is also within

recent marketing research guidelines

(Peter,

1979).

Another measure of reliability computed is the
variance extracted measure

(Fornell and Larker,

1981).

This measure reflects the overall amount of variance in
the indicators accounted for by the latent construct.
Higher values suggest the items are more representative of
the construct

(acceptable values > .50).
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DISCRIMINANT VALIDITY
Further,

to examine the discriminant validity among

the customer-oriented selling and adaptive selling
factors,

a two-factor model was compared against a one-

factor model.

In general, when the chi-square fit of

the two-factor is significantly better than the one-factor
model,

then there is evidence of discriminant validity

(Anderson and Gerbing,

1988) .

OVERALL MODEL FIT
Chi-square goodness of fit statistics were evaluated
for the tested model and the null model.

Given the great

deal of controversy in evaluating models using chi-square,
several alternatives are also offered as noted earlier
(Fornell and Larker,

1981).

The goodness-of-fit index

(GFI) and an adjusted goodness-of-fit index

(AGFI)

are

proposed which indicate the relative amounts of variances
and covariances jointly accounted for by the hypothesized
model

(Joreskog and Sorbom,

1984).

Due to possible inconsistencies related to sampling
characteristics found with GFI and AGFI values
1989),

two additional indices are evaluated:

Corrected Fit index
(Bentler,

(CFI)

1985; Mulaik,

(Bollen,
the

and the Tucker-Lewis index

et al,

1989).

(TLI)

These indexes along

with the chi-square statistic were used in evaluating the
acceptable measurement model fit.
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ASSESSING THE STRUCTURAL MODEL FIT
OVERALL MODEL FIT
First, global measures of fit were examined.

As

specified earlier in Chapter Three, the following
evaluative criteria have been suggested in the literature
and were used in this research:
fit, 2)

absolute measures of

incremental measures of fit, and 3) parsimonious

measures of fit.
included:

1)

Absolute measures of fit evaluated

a nonsignificant chi-square statistic (p-value

> .05), a satisfactory goodness of fit index (GFI between
.8 and 1.0), and a low root mean square residual
between .03 and .09).

(RMSR

Incremental fit measures used were

the Tucker-Lewis, corrected fit, and normed fit indices.
Finally, parsimony was assessed utilizing the adjusted
goodness-of-fit index (acceptable AGFI between .8 and .9).
These assess the overall fit of the model to ensure that
the model is an adequate representation of the entire set
of relationships (Hair, Anderson, Tatham, and Black,
1992) .
EVALUATION OF THE STRUCTRUAL MODEL
In assessing the adequacy of the structural models,
the following criteria were used:

1)

global measures of

fit as previously discussed and 2) significant parameter
estimates confirming hypotheses.

In review, the following

hypotheses were tested:
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HI:

Attitudes toward the product are positivelyinfluenced by perceived high levels of adaptive
selling behaviors.

H2:

Attitudes toward the salesperson are positively
influenced by perceived high levels of adaptive
selling behaviors.

H3:

Attitudes toward the product are positively
influenced by perceived high levels of customeroriented selling behaviors.

H4:

Attitudes toward the salesperson are positively
influenced by perceived high levels of customeroriented selling behaviors.

H5:

More favorable attitudes toward the product will
positively influence purchase intentions.

H6:

More favorable attitudes toward the product will
positively influence purchase recommendations.

H7:

More favorable attitudes toward the salesperson
will positively influence purchase intentions.

H8:

More favorable attitudes toward the salesperson
will positively influence purchase
recommendations.

Next, the results are presented in the assessment of
the measurement and structural models.

An evaluation of

the overall model fit is also addressed.
ASSESSMENT OF THE MEASUREMENT MODEL
All of the scales are evaluated with respect to their
measurement of the respective constructs.
assessments are shown.

Reliability

Suggestions for possible scale

improvement and related discussions follow.

Each of the

scales used in the analysis -- Need for Cognition,
Customer-Oriented Selling, Adaptive Selling, Attitude
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toward the Salesperson, Attitude toward the Product,
Purchase Intentions, and Purchase Recommendations
and their appropriateness are presented individually.
RELIABILITY ASSESSMENTS
Coefficient alpha and composite reliabilities are
provided in Table 4.2.

The two reliability measures

produced similar results and all were above the acceptable
.7 level.
Another measure of reliability was calculated -variance extracted measure.
in Table 4.2.

the

These values are also shown

Many of the variance extracted measures

were low or approached the acceptable range of .50.

The

measure for attitude toward the salesperson was adequate
at .54.
INDIVIDUAL SCALE ASSESSMENTS
Need for Cognition
The need for cognition (NFC) scale consists of ten
items to assess the individual customer's need for
cognition level.

Confirmatory factor analysis (CFA) was

performed on the scale containing all items.
the individual item analysis

Results of

(reflected by the item-to-

total correlations, standardized solutions, and individual
t-values as shown in Table 4.3) suggested that several
items could possibly improve the scales if eliminated.
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TABLE 4.2
RELIABILITY STATISTICS

Coefficient
Alpha

Composite
Reliability

Variance

Extracted
.735

Customer-Oriented
Selling

.915

.918

.39

Adaptive Selling

.886

.890

.40

Attitude toward
Salesperson

.866

.868

.54

Attitude toward
Product

.913

***

Purchase Intentions .952

***

Purchase
Recommendations

***

.955

.750

.30

Need for Cognition
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TABLE 4.3
NEED FOR COGNITION MODEL:
ITEM-TO-TOTAL CORRELATIONS AND
STANDARDIZED SOLUTION

Construct

Item-to-Total
Correlations

Standardized
Solution

Need for Cognition
1.
2.
3.
4.

5.

6.

7.

8.

9.
10.

Thinking is not my idea of
fun.
I-prefer complex to simple
pr o b l e m s .
I don't reason well under
pr e s s u r e .
I really enjoy a task that
involves coming up with a
solution.
I usually end up
deliberating about issues
even when they do not effect
me personally.
I am sometimes tempted to
put more thought into a task
than is required to complete
it.
Learning new ways to think
does not excite me very
much.
I have difficulty thinking
in new and unfamiliar
situations.
I only think as hard as I
have t o .
More often than not, more
thinking just leads to more
errors.

.3721

.491

.3640

.473

.3836

.449

.4988

.554

.23 62

.223

.2597

.297

.5020

.618

.4350

.561

.5425

.626

.3510

.470
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The specific items considered for deletion included:
items 5 and 6 (See Appendix:
Q uestionnaires).
these items,

Dissertation

To assess the impact of eliminating

CFA was rerun after these items were deleted.

The factor model

(CFA) tested for the revised scales

showed slight improvement over the original model as shown
in Table 4.4.

Eliminating these items produced nominally

higher composite reliability and some improvement in
standardized solutions and t-value calculations.

However,

all of the fit indices in the original scale suggest a
meaningful model with values above the recommended greater
than .8 level
CFI = .84)

(GFI = .938, AGFI = .903, TLI = .792, and

(Bagozzi and Yi, 1988).

Given the prior

validation and application of the this scale,

it was

determined the improvement by the refined scale was not a
significant one and the original ten-item scale was
ret a ined.
Manipulation checks assessing the high level of
cognitive effort expended by the respondents
were confirmed.

(customers)

Approximately seventy percent indicated

they had put a great deal of effort into evaluating the
information presented

(mean = 3.9, median = 4.0).

Nearly

eighty-five percent of the individuals noted trying hard
to evaluate the presentation

(mean = 3.9, median = 4.0).
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TABLE 4.4
NEED FOR COGNITION:
SUGGESTED SCALE REVISIONS
AND FIT INDICES

Construct
Need For Cognition
Number of Items:

10

8

Goodness-of-fit Index-

.938

.963

Adjusted Goodness-of-fit Index

.903

.934

Tucker-Lewis Index

.792

.884

Corrected Fit Index

.840

.920

Chi-Square

(model)
(df)

Chi-Square

(null)
(df)

155.190
(35)
785.10
(45)

72.11
(20)
656.62
(28)

Retained 10 item scale:
Mean = 42.02
Standard Deviation = 6.719
Root Mean Square Residual = .061
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Thus,

high cognitive efforts suggesting high need for

cognition individuals were supported.

Customer-Oriented Selling
The original and widely applied version of Saxe and
Weitz's Sales Orientation-Customer Orientation
scale contains twenty-four items.

(SOCO)

This construct was

measured with respect to the customer's perception of the
level of customer-oriented selling practiced by the
salesperson i.e.,

the degree to which the customer

perceived the salesperson as promoting a purchase decision
that satisfied customer needs.
factor analysis

Once again,

confirmatory

(CFA) was performed on the scale

containing all items constituting the customer-oriented
measures.
Results of the individual item analysis
the item-to-total correlation,
t-values shown in Table 4.5)

(reflected by

standardized solutions,

suggested that a number of

items could provide improvement if eliminated.

The

specific items considered for deletion included:
10,

11, and 13

(See Appendix:

Questionnaires).
these items,
First,

and

items 4,

Dissertation

To assess the impact of eliminating

CFA was rerun after these items were deleted.

item 11 was eliminated as it appeared to be

inconsistent with the other items.

Next,

items 4, 10, and

13 were also suspended as they appeared to provide
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TABLE 4.5
CUSTOMER-ORIENTED SELLING (SOCO):
ITEM-TO-TOTAL CORRELATIONS AND
STANDARDIZED SOLUTION

Construct
Customer-Oriented Selling
1.
2.

3.

4.

5.

6.

7.

8.

9.
10.
11.

Item-to-Total
Correlations

Standardized
Solution

(SOCO)

The salesperson tried to
help me achieve my goals.
The salesperson appeared to
have my best interest in
mind.
The salesperson answered my
questions about the product
as correctly as he/she
could.
The salesperson appeared
willing to disagree with me
in order to help me make a
better decision.
The salesperson tried to
convince me to buy, even
though it didn't appear to
be a wise choice.
The salesperson appeared to
try to sell as much as
he/she could rather than
satisfy my needs.
The salesperson painted too
rosy a picture of his/her
product, to make it sound as
good as possible.
The salesperson spent more
time trying to persuade me
to buy than trying to
discover my needs.
The salesperson pretended to
agree with me to please me.
The salesperson treated me
as a rival.
The salesperson tried to
achieve his/her goal by.
satisfying me.

.5841

.615

.6372

.680

.5249

.550

.3119

.347

.4786

.505

.5818

.608

.5654

.574

.6583

.678

.6058

.642

.3813

.402

.0805

.098
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TABLE 4.5 CONTINUED

Construct
Customer-Oriented Selling

12.

13.

14.

15.

16.

17.

18.

19.

20.

Item-to-Total
Correlations

Standardized
Solution

(SOCO)

The salesperson tried to get
to discuss my needs with me
him/her.
The salesperson tried to
influence me with
information rather than
pressure.
The salesperson appeared to
offer the product of
his/hers that best suited my
problem.
The salesperson tried to
find out what kind of
product would be most
helpful to m e .
The salesperson tried to
bring me and my problem
together with a product that
would help solve my problem.
The salesperson tried to
give me an accurate
expectation of what the
product would do for me.
The salesperson tried to
figure out what my needs
area.
The salesperson seemed to
keep alert for weaknesses in
my personality to use in
pressuring me to buy.
If the salesperson was not
sure a product was right for
me, it appeared he/she would
still apply pressure to get
me to buy i t .

.4981

.517

.3366

.355

.6004

.648

.6700

.702

.6603

.699

.4938

.511

.5836

.610

.5996

.618

.6114

.641
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TABLE 4.5 CONTINUED

Construct
Customer-Oriented Selling

21.

22.

23.

24.

Item-to-Total
Correlations

Standardized
Solution

(SOCO)

The salesperson appeared to
decide what products to
offer on the basis of what
he/she could convince me to
buy, not on the basis of
what will satisfy me in the
long run.
The salesperson appeared to
stretch the truth in
describing a product to me.
The salesperson implied to
me that something was beyond
his/her control when it was
not.
The salesperson began the
sales talk for a product
before exploring my needs
with me.

.6774

.704

.5880

.612

.5485

.564

.5248

.527
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questionable worth.

The factor models

(CFA)

tested for

the revised scales showed mixed results when compared with
the original model as shown in Table 4.6.
Standardized solutions and t-values improved,

but

reliabilities and other fit indices found only nominal
improvement.

Construct reliability increased marginally

from .918 in the original model to .923 in the revised
twenty-item model.

The Tucker-Lewis and Corrected Fit

Indexes remained virtually the same between the two models
(TLI = .797

for both models and CFI = .807 and .811 for

the twenty-four

and twenty item models,

respectively) .

The goodness-of-fit indices actually deteriorated slightly
from the original to the twenty item version

(GFI = .802,

AGFI = .764

and GFI = .795,AGFI = .746, respectively) .

All of

the indices for the established twenty-four

item scale are strong and within the acceptable range.
Based on these findings and attention to prior validation
of the SOCO scale,

it was decided to preserve the original

twenty-four item scale.

This group of items appears

reliable and provides the better measurement tool for this
research study.
Manipulation checks assessing the level of customeroriented selling were evaluated.

The high levels of SOCO

were confirmed indicating respondents were properly
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TABLE 4.6
CUSTOMER-ORIENTED SELLING (SOCO):
SUGGESTED SCALE REVISIONS
AND FIT INDICES

Construct
Customer-Oriented Selling

(SOCO)

Number of Items:

24

23

20

Goodness-of-fit Index

.80

.80

.79

Adjusted Goodness-of-fit
Index

.76

.76

.75

Tucker-Lewis Index

.80

.79

.80

Corrected Fit Index

.81

.81

.81

Chi-Square

(model)
(df)

1060.94
(252)

1015.78
(230)

918.46
(170)

Chi-Square

(null)
(df)

4454.24
(276)

4404.02
(253)

4120.76
(190)

Retained 24 item scale:
Mean = 19.228
Standard Deviation = 11.848
Root Mean Square Residual = .063
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receiving the customer-oriented presentation

(mean = 3.9,

median = 4.0).

Adaptive Selling
The adaptive selling scale

(ADAPTS)

used in this

study is a modified version from Spiro and Weitz
which contains sixteen items.

(1990)

This construct was designed

to measure the customer's perception of the level of
adaptive selling behavior practiced by the salesperson.
That is, the degree to which the salesperson adjusts
his (her) behavior during the sales process based on the
exchange of information between the two parties.
research,

For this

the assessment is from the customer's

perspective, not that of the salesperson.
confirmatory factor analysis

Again,

(CFA) was performed on the

scale including all items.
Results of the individual item analysis
item-to-total correlations,

(exhibited by

standardized solutions,

individual t-values as shown in Table 4.7)

and

suggested that

a number of items could possibly improve the scales if
eliminated.
included:

The specific items considered for deletion
items 2, 7, and 8 (See Appendix:

Questionnaires).

Dissertation

To evaluate the impact of eliminating

these items, CFA was rerun after these items were deleted.
Initially,

item 7 alone was eliminated as it appeared to

be less consistent than the other items.

Next,

items 2
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TABLE 4 . 7

ADAPTIVE SELLING (ADAPTS):
ITEM-TO-TOTAL CORRELATIONS AND
STANDARDIZED SOLUTION

Item-to-Total
Correlations

Construct
Adaptive Selling
1.

2.
3.

4.
5.

6.

7.

8.

9.

10.

11.

Standardized
Solution

(ADAPTS)

The salesperson treated me
as a unique sale with
special needs.
The salesperson appeared to
have a set sales approach.
It seemed difficult for the
salesperson to modify
his/her sales approach to
address my questions.
The salesperson appeared
sensitive to my needs.
The salesperson tried to
understand how I differed
from any other customer.
The salesperson appeared
confident in adapting
his/her planned presentation
when necessary.
It seemed when the sales
approach was not working,
the salesperson easily
changed to another approach.
The salesperson appeared
willing to experiment with
different sales approaches.
The salesperson appeared
flexible in the selling
approach used.
The salesperson appeared to
feel that most customers can
be dealt with in pretty much
the same manner.
The salesperson probably
didn't change sales
approaches from another,
customer to me.

.5546

.588

.4088

.444

.6071

.638

.5780

.600

.5555

.597

.4684

.504

.1518

.148

.4200

.404

.6112

.618

.5839

.655

.6888

.750
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TABLE 4.7 CONTINUED
Item-to-Total
Correlations

Construct
Adaptive Selling
12

13 ,

14.

15.

16 ,

Standardized
Solution

(ADAPTS)

The salesperson appeared to
easily use a wide variety of
selling approaches.
The salesperson probably
used the same approach with
most customers.
The salesperson would
probably have difficulty
adapting his/her
presentation style to
different customers.
The salesperson varied
his/her sales style from
situation to situation.
The salesperson probably
treated all customers pretty
much the sa m e .

.5170

.500

6060

,670

.6193

674

6705

.710

.5944

,655
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and 8 were also abandoned as they indicated a possible
area of refinement.

The factor models

(CFA)

tested for

the revisions to the scales produced only modest
improvements as demonstrated in Table 4.8.
Standardized solutions and t-values did improve;
however,

reliabilities and other fit indices showed only

slight refinement.

Construct reliability increased

slightly from .890 in the original model to
revised thirteen-item version.

.897 in the

The Tucker-Lewis and

Corrected Fit Indexes enhanced a small amount between the
two models

(TLI = .713 to .772 and CFI = .752 to .81 for

the original sixteen and thirteen models,

respectively).

The goodness-of-fit indices also increased marginally from
the original model to the revised thirteen model

(GFI =

.768, AGFI = .706 and GFI = .795, AGFI = .713,
respectively).
Fit statistics and indices for the original and
revised scales are all near the acceptable range with
little improvement among them.

Based on these findings

and validation from other applications of the ADAPTS
scale,

the decision was made to retain the initial scale.

These sixteen items appear reliable and suggest a valid
measurement instrument for the purposes of this research.
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TABLE 4.8
ADAPTIVE SELLING (ADAPTS):
SUGGESTED SCALE REVISIONS
AND FIT INDICES

Construct
Adaptive Selling

(ADAPTS)

Number of Items:

16

15

13

Goodness-of-fit Index

.77

.77

.79

Adjusted Goodness-of-fit
Index

.70

.70

.71

Tucker-Lewis Index

.71

.73

.77

Corrected Fit Index

.75

.77

.81

832 .06
(104)

757.34
(90)

542.74
(65)

3037.23

2953.39
(105)

2577.44
(78)

Chi-Square

(model)
(df)

Chi-Square

(null)
(df)

(1 2 0 )

Retained 16 item scale:
Mean = 50.395
Standard Deviation = 9.112
Root Mean Square Residual = .087
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Discriminant Validity between Adaptive Selling and
Customer-Oriented Selling
Discriminant validity between adaptive and customeroriented selling behaviors examines the extent to which
the two measurement scales are distinct and not simply a
reflection of the other.
correlate very highly,

If the two measurement scales

they may be measuring the same

characteristic or construct rather than distinct ones.
Using LISREL techniques,

the adaptive selling and

customer-oriented constructs were tested directly against
each other.

A two-factor model was compared against a

one-factor model to test for discriminant validity.
Statistical significance was found with the two-factor
model which represents two distinct, yet correlated
factors

(customer-oriented selling and adaptive selling,

respectively).

Shown in Table 4.9, support was found for

customer-oriented selling and adaptive selling as two
distinct, yet correlated factors

(chi-squarediff = 40,

df = 1) .

Attitude toward the Salesperson
The attitude toward the salesperson construct was
assessed through a six-item scale.

The construct was

measured with respect to the individual customer's
attitude concerning the salesperson.
analysis

Confirmatory factor

(CFA) was performed on the summed scales
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TABLE 4.9
DISCRIMINANT VALIDITY:
ADAPTIVE SELLING AND CUSTOMER-ORIENTED SELLING

Chi-Square

Degrees of Freedom

One-Factor Model

1759.65

779

Two-Factor Model

1720.10

780

(p = .000)
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containing all items.
analysis

Results of the individual item

(as shown by the item-to-total correlations,

standardized solutions, and individual t-values provided
in Table 4.10)

appear solid and offer no areas for

suggested improvement to the scale.
strong
= .868)

Reliabilities were

(coefficient alpha = .868 and construct reliability
and all fit indices were well within the

acceptable range at greater than

.9 (GFI = .966, AGFI =

.921, TLI = .952, and CFI = .971).
retained for the study.

All six items were

Measurement statistics and fit

indices are shown in Table 4.11.
Salesperson affect was also measured using semantic
differential scales items.

All items appeared strong,

with means ranging from 5.1 to 6.1,
except one
findings,

.or all dimensions

(effective-not effective).

Based on these

support was found for the scale's ability to

assess attitudes toward the salesperson.

Other Scales Utilized
The attitude toward the product, purchase intentions,
and purchase recommendations constructs were all measured
with multi-item scales containing three or fewer
indicants.

Face validity appeared good as all items were

adapted from similar applications.

As previously shown,

strong reliabilities were indicated.
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TABLE 4.10
ATTITUDE TOWARD THE SALESPERSON:
ITEM-TO-TOTAL CORRELATIONS AND
STANDARDIZED SOLUTION

Construct

Item-to-Total
Correlations

Standardized
Solution

Attitude Toward the Salesperson
1.

2.
3.

4.

5.

6.

In dealing with me, the
salesperson put in a great
deal of time and effort.
I was treated fairly by my
salesperson.
I think my salesperson got
more out of the deal than I
did.
Now please indicate whether
you would want to deal with
this same salesperson on
your next insurance purchase
if he/she were still
available.
I would ask for
this person again.
In general, I thought the
salesperson in the video did
a good j o b .
Overall the salesperson
appeared interested in my
needs.

.5561

.583

.6505

.662

.5085

.508

.7950

.887

.7491

.858

.7254

.796
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TABLE 4.11
ATTITUDE TOWARD THE SALESPERSON:
SUGGESTED SCALE REVISIONS
AND FIT INDICES

Construct
Attitude Toward the Salesperson

Number of

Items:

6

Goodness-of-fit Index

.966

Adjusted Goodness-of-fit
Index

.921

Tucker-Lewis Index

.952

Corrected Fit Index

.971

Chi-Square

(model)
(df)

Chi-Square

(null)
(df)

47.23
(9)
1324.89
(15)

Retained 6 item scale:
Mean = 24.578
Standard Deviation = 3 . 8 9
Root Mean Square Residual = .039
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ASSESSMENT OF THE OVERALL MODEL

As outlined,

the overall fit of the model is assessed

through three types of fit measures:
incremental,

absolute,

and parsimonious fit measures.

The absolute

fit measures addressed are the Chi-square statistic,

the

goodness-of-fit index, and the root mean square residual.
These results are shown in Table 4.12.

The chi-square

statistic for the proposed model is significant

(chi-

square = 49.72 with 8 df, p = .000), thus suggesting the
actual and predicted input matrices are statistically
different.

However,

this finding should be viewed with

caution as an important criticism of the chi-square
measure is that it is sensitive to sample size differences
exceeding 200 respondents.

As sample size increases,

this

measure has a greater tendency to indicate significant
differences for equivalent models.

While chi-square is a

fundamental measure of overall fit, its appropriateness
with this sample

(N = 485)

is dubious.

The goodness-of-fit index

(GFI)

is a nonstatistical

measure of overall model of fit ranging in value from 0
(poor fit) to 1.0

(perfect fit).

It is a representation

of the squared residuals from prediction compared to the
actual data, but is not adjusted for the degrees of
freedom.

Higher values such as the .966 found for this

model indicate better fit

(no acceptability levels have
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TABLE 4.12
MEASURES OF OVERALL MODEL FIT

Absolute Fit Measures:
Chi-Square
(df)
Goodness-of-Fit
Root Mean Square Residual

4 9.72
(8)
.966
.04

Incremental Fit Measures:
Tucker-Lewis Index
Normed Fit Index

.942
.962

Parsimonious Fit Measure:
Adjusted Goodness-of-Fit

.910
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been established).

Thus,

support of overall model fit is

suggested by the G F I .
Next,

the root mean square residual

(RMSR)

is an

average of the residuals between the observed and
estimated correlation matrices in this research.

The

results of RMSR = .04 are within the empirically based
acceptance ranges from .03 to .09.

Accordingly,

support

of model fit is offered.
Incremental fit measures envelop the comparison of
the proposed model to a null baseline model.
results find the Tucker-Lewis Index

The research

(TLI) equal to .942,

which is above the recommended value of acceptance.
Normed fit index

The

(NFI) which is again a relative

comparison of the proposed model to the null model is
evaluated at

.962.

This value is above the recommended .9

acceptable level of fit criterion
perfect f i t ) .
presented.

(0 = no fit to 1.0 =

Additional support for overall model fit is

These findings are exhibited in Table 4.12.

Finally,

the Adjusted goodness-of-fit index

analyzed as a measure of parsimonious fit.

(AGFI) is

This measure

relates the fit of the model to the number of estimated
coefficients required to achieve this level of fit.

Also,

this extension to the GFI adjusts the ratio of degrees of
freedom for the proposed model to those of the null model.
In the evaluation of this model,

the AGFI = .910 offering
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further support of the goodness-of-fit of the model is
provided in Table 4.12

(recommended acceptance level =

.90) .

ASSESSMENT OF THE STRUCTURAL MODEL
STRUCTURAL EQUATION RESULTS
Support for overall model fit has been offered with
findings presented in Table 4.12.

Next,

the proposed

relationships are examined and each hypothesis addressed
individually.
in Figure 4.1.

The proposed relationships are represented
Figure 4.2 shows the significant

relationships for the overall model of customer purchase
decisions within the personal selling context.

The

standardized parameter estimates are given in Table 4.13.
From this information,
of the eight hypotheses:

support can be found for seven

attitudes toward the product

were not positively influenced by high levels of adaptive
selling behaviors

(HI).

Attitudes toward the salesperson

were positively influenced by high levels of adaptive
selling

(H2) and by high levels of customer-oriented

selling

(H4).

Attitudes toward the product were

positively influenced by customer-oriented selling

(H3).

More favorable attitudes toward the product did positively
influence purchase intentions
recommendations

(H6).

(H5) and purchase

Purchase intentions were positively

influenced by more favorable attitudes toward the
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H1(+)

H5(+)

H2(+)

H6(+)

H3(+)

H 7 (+)

Buyer's Perspective

Attitude toward

of Customer-Oriented
.
Selling

H 4 (+)

Salesperson

Purchase
Intentions

Product

Adaptive Selling

Fig. 4.1

Attitude toward

Purchase

H8(+)

Recommendations

MODEL OF CUSTOMER PURCHASE DECISIONS W I T H I N PERSONAL SELLING
138

Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.

Buyer's Perspective

-.103

Attitude toward

.148

.612

.553

Buyer’s Perspective

Fig. 4.2

.122

Attitude toward
.800

Purchase
Intentions

Product

Adaptive Selling

of Customer-Oriented
.
Selling

.613

Salesperson

Purchase
.156

Recommendations

MODEL OF CUSTOMER PURCHASE DECISIONS W I T H I N PERSONAL SELLING

(LISREL)
139
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TABLE 4.13
STANDARDIZED STRUCTURAL PARAMETER ESTIMATES
AND T-VALUES FOR
PROPOSED MODEL OF PURCHASE DECISIONS

Proposed Relationships From ----- To

Parameters
(T-Values)

HI:

Adaptive Selling

Attitude Toward
Product

-.103
(-1.62)

H2 :

Adaptive Selling — -- Attitude Toward
Salesperson

.148
( 3.43)

H3 :

Customer-Oriented -■--Selling

Attitude Toward
Product

.553
( 8.86)

H4 :

Customer-Oriented ----- Attitude Toward
Salesperson
Selling

.800
(18.83)

H5 :

Attitude Toward --- -- Purchase
Product
Intentions

.613
(13.95)

H6 :

Attitude Toward --- -- Purchase
Recommendations
Product

.612
(14.27)

H7 :

Attitude Toward --- -- Purchase
Intentions
Salesperson

.122
( 2.78)

H8 :

Attitude Toward --- -- Purchase
Recommendations
Salesperson

.156
( 3.62)
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salesperson
Thus,

(H7) as were purchase recommendations

(H8).

the proposed model was confirmed by these proposed

hypotheses with only one exception as illustrated in Figure
4.2.

INDEPENDENT PATH ANALYSIS
High need for cognition has been offered as a
profitable market segment for researching these selling
strategies.

Thus, under the high need for cognition,

each

of the hypothesized relationships was also examined
separately using multiple regression analysis.
results are provided in Table 4.14.

These

While analyzing each

hypothesized relationship independent of the other
constructs in the model is limited,
simple,

it does suggest a

intuitive picture of contribution strength.

Each

independent variable produced a significant relationship
(p < .001) with the dependent variable as was expected,
given it was the only variable being considered.

Even at

this elementary stage, adaptive selling explains only a
small, yet significant portion of attitude toward the
product

(R2 = .08, Beta = .277).

The Beta values and R2

values cannot make direct evaluations that one value is
eight times more predictive than the other since
independent analyses were performed.

Yet, the portion of

attitude toward the product explained by adaptive selling
is the lowest and the portion of attitude toward the
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TABLE 4.14
REGRESSION ANALYSIS CONSIDERING THE
CONTRIBUTION OF
EACH CONSTRUCT INDEPENDENTLY

Dependent
Variable

Independent
Variable

R2

Beta

Attitude Toward
Product

Adaptive Selling

.08

.277a

Attitude Toward
Salesperson

Adaptive Selling

.39

.623a

Attitude Toward
Product

Customer-Oriented
Selling

.22

.472a

Attitude Toward
Salesperson

Customer-Oriented
Selling

.63

.793a

Purchase
Intentions

Attitude Toward
Product

.37

.605a

Purchase
Recommendations

Attitude Toward
Product

.37

.604a

Purchase
Intentions

Attitude Toward
Salesperson

.18

.423a

Purchase
Recommendat ions

Attitude Toward
Salesperson

.15

.3 83a

a Significant Relationship at

(p < .001)

level.
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salesperson explained by customer-oriented selling is the
highest

(R2 = .08, Beta = .277 and R2 = .62, Beta = .793,

respectively) .

These independent beta values are not

analogous to the parameter estimates shown in Table 4.13;
however,

it is noteworthy that the same pattern was

revealed with the LISREL structural estimates.

ATTITUDE TOWARD TEE PRODUCT SUBMODEL
Further investigation of the power of adaptive selling
and customer-oriented selling in predicting attitude toward
the product is shown in Table 4.15.

When the two selling

behaviors are considered separately as previously
discussed, both adaptive selling and customer-oriented
selling provide significant explanation
respectively, p < .001).

(R2 = .08 and .22,

Next, when adaptive selling and

customer-oriented selling are entered simultaneously to
predict attitude toward the product,
selling emerges as the significant,
(Beta = .434).

At this point,

customer-oriented
stronger predictor

adaptive selling does not

significantly contribute to the explanation of attitude
toward the p r o d u c t .

ATTITUDE TOWARD THE SALESPERSON SUBMODEL
Considering each variable separately reveals both
adaptive selling and customer-oriented selling are
correlated with attitude toward the salesperson

(R2 = .39
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TABLE 4.15
REGRESSION ANALYSIS PREDICTING
ATTITUDE TOWARD PRODUCT

Constructs

R2

Beta

Indep endently
Adaptive Selling

.08

.277a

Cu'stomer-Oriented
Selling

.22

.472a

Combined

.19

Adaptive Selling

- .007

Customer-Oriented
Selling

a Significant Relationship at

.434a

(p < .001) level.

Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.

145
and .63, respectively).

However, when the two constructs

are considered jointly,

the strength of customer-oriented

selling relative to adaptive selling is clear as shown in
Table 4.16.
Based on these findings,

it would appear that

customer-oriented selling is the stronger predictor of
attitude toward the salesperson than is adaptive selling
(Beta weights = .667 as compared to .197, R2 = .63).
However, due to multicollinearity,
misleading.

According to Cochran,

this result may be
"Interpretation of the

relative sizes of different regression coefficients may be
severely distorted by error of measurement"
Thus,

(1968, p. 656).

correlation among independent variables may lead to

difficulties in the estimation of regression statistics.
Further analysis is necessary to study the impacts of
multicollinearity between customer-oriented and adaptive
selling behaviors.

Path analytic techniques are used for

this additional investigation

(to be discussed shortly).

PURCHASE INTENTIONS SUBMODEL
In addressing the relationships prediction of ultimate
purchase decisions, regression analyses provides additional
insight.

Attitudes toward the product and attitudes toward

the salesperson in predicting purchase intentions revealed
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TABLE 4.16
REGRESSION ANALYSIS PREDICTING
ATTITUDE TOWARD SALESPERSON

Constructs

R2

Beta

Independently
Adaptive Selling

.39

.623a

Customer-Oriented
Selling

.63

.793a

Combined

.63

Adaptive Selling
.197a
Customer-Oriented
Selling

a Significant Relationship at

.667a

(p < .001)

level.
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significant relationships in both cases as illustrated in
Table 4.17
each other,

(p < .001).

When considered independently of

attitude toward the product explained more

variance than did attitude toward the salesperson.
Moreover, when the joint contributions are examined,
attitude toward the product produces a much stronger
portion toward the standardized regression coefficient of
purchase intentions.

In this latter analysis, directly

comparing the strength of each variable suggests that
attitude toward product and attitude toward salesperson
exhibited Beta weights of .528 and .165, respectively, R2 =
.39.

These results mirror similar relationship patterns

found regarding the structural parameter estimates.

PURCHASE RECOMMENDATIONS SUBMODEL
Finally,

regression analyses provide further

information concerning attitude toward product and attitude
toward salesperson as predictors of purchase
recommendations.

Table 4.18 shows under independent

scenarios, both attitude constructs are significant, with
attitude toward product appearing stronger

(R2 = .37;

R2 = .15 for attitude toward salesperson).

While these

values cannot be compared directly, a corresponding
position is found when the two are combined to explain the
variance associated with purchase recommendations.
Attitude toward product is much more predictive of purchase
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TABLE 4.17
REGRESSION ANALYSIS PREDICTING
PURCHASE INTENTIONS

Constructs

R2

Beta

Independently
Attitude Toward
Product

.37

.605a

Attitude Toward
Salesperson

.18

.423a

Combined

.3 9

Attitude Toward
Product

.528a

Attitude Toward
Salesperson

.165a

a Significant Relationship at

(p < .001)

level.
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TABLE 4.18
REGRESSION ANALYSIS PREDICTING
PURCHASE RECOMMENDATIONS

Constructs

R2

Beta

Independently
Attitude Toward
Product

.37

.604a

Attitude Toward
Salesperson

.15

.383a

Combined

.40

Attitude Toward
Product

.53 5a

Attitude Toward
Salesperson

.184a

a Significant Relationship at

(p < .001)

level.
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recommendations than attitude toward salesperson
weights = .535 and .184, respectively,

(Beta

R 2 = .40).

Similar

contribution strengths were evident among the structural
parameter estimates.

PATH ANALYSES RESULTS
Given the findings of the structural equations
utilizing LISREL,
was required.

further analysis of the individual paths

The full information maximum likelihood

method utilized in the structural equation modeling
performs estimation iteratively,

successively finding

better estimates of the parameters.

However,

in this

process to find the best overall fit, a weak path
contribution may not be fully realized.

Such appears the

case with respect to evaluating this model, particularly
considering the multicollinearity.
For this recursive model, path analysis techniques
developed by Wright are useful for studying the direct and
indirect effects of the independent variables on the
dependent ones

(1921, 1934).

For path analysis, multiple

regression analyses were utilized.

At each stage, the

variable considered dependent was regressed on the
variables upon which it is assumed
depend.

Effect coefficients

(hypothesized) to

(also referred to as total

effects) were calculated which include:

direct effects,

indirect effects, and unanalyzed effects due to correlated
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causes

(Alwin and Hauser,

1975, p.46).

Significant

relationships for the model are shown in Figure 4.3.

The

effect coefficients are shown in Table 4.19.
The effect of adaptive selling on attitude toward the
product is found to be zero,
However,

indicating no support for HI.

attitudes toward the salesperson were positively

influenced by high levels of adaptive selling
high levels of customer-oriented selling

(H2) and by

(H4).

These

effects were both found stronger predictors when analysis
was done using path methods.

In the explanation of

attitude toward the product,

there was a positive influence

by customer-oriented selling

(H3), but to a lesser degree

than shown with LISREL techniques.

More favorable

attitudes toward the product did positively influence
purchase intentions
While positive,

(H5) and purchase recommendations

(H6).

these attitudes were not as strong as those

found previously with LISREL analyses.

Finally, purchase

intentions were positively influenced by more favorable
attitudes toward the salesperson
recommendations

(H8).

(H7) as were purchase

For hypotheses 7 and 8, the values

found with path analytic techniques were higher.

Hence,

again the proposed model was confirmed by these proposed
hypotheses with only one exception as illustrated in
Figure 4.3.
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Attitude toward

.314

Buyer's Perspective

Fig. 4.3

Purchase
Intentions

.535

.434

of Customer-Oriented
l
Selling

.528

Product

Adaptive Selling

.165

Attitude toward
.97

Salesperson

Purchase
.184

Recommendations
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TABLE 4.19
STANDARDIZED STRUCTURAL EFFECTS COEFFICIENTS
AND T-VALUES FOR
PROPOSED MODEL OF PURCHASE DECISIONS

Proposed Relationships From ----- To

Parameters
(T-Values)

HI:

Adaptive Selling — --

Attitude Toward
Product

.000
( 0.14)

H2 :

Adaptive Selling — --

Attitude Toward
Salesperson

.314
( 5.63)

H3 :

Customer-Oriented -■--Selling

Attitude Toward
Product

.434
( 8.42)

H4 :

Customer-Oriented -■--- Attitude Toward
Selling
Salesperson

.970
(19.08)

H5 :

Attitude Toward --- -- Purchase
Product
Intentions

.528
(13.21)

H6 :

Attitude Toward --- -- Purchase
Product
Recommendations

.535
(13.65)

H7 :

Attitude Toward --- ■- Purchase
Salesperson
Intentions

.165
( 4.13)

H8 :

Attitude Toward --- •- Purchase
Salesperson
Recommendations

.184
( 4.69)

Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.

154

The contribution of these additional path analyses is
not in examining the overall model,

but rather

inunderstanding the prediction strength of each individual
path.

Path analysis and computation of effect coefficients

has addressed the problem of multicollinearity and provided
insight into each path of the m o d e l .

More meaningful paths

can be interpreted from this information.
Table 4.20 reports summary results of the
hypothesis tests for overall model analyses.

Support found

for the hypotheses was the same under both methods of
analysis.

These findings and associated conclusions and

implications are discussed in Chapter 5.
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TABLE 4.2 0
SUMMARY OF TESTS OF HYPOTHESES
FOR THE OVERALL MODEL

Hypothesis

Overall Model Test

HI

Rej ected

H2

Confirmed

H3

Confirmed

H4

Confirmed

H5

Confirmed

H6

Confirmed

H7

Confirmed

H8

Confirmed
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CHAPTER 5

CONCLUSIONS, IMPLICATIONS, AND RECOMMENDATIONS
FOR FUTURE RESEARCH
Chapter Five first summarizes the results of the
dissertation research and then its limitations.

Next,

theoretical and managerial implications of the research
are addressed.

Recommendations for future research are

presented in the final section.

SUMMARY OF RESULTS
This dissertation attempted to address four research
qu e s tions:
1.

Does the level of adaptive selling, as perceived
by the customer, affect the attitudes toward the
product, attitudes toward the salesperson, and
ultimately, purchase intentions and/or purchase
recommendations within the personal selling
exchange?

2.

Does the level of customer-oriented selling, as
perceived by the customer, affect the attitudes
toward the product, attitudes toward the
salesperson, and ultimately, purchase intentions
and/or purchase recommendations within the
personal selling exchange?

3.

Does the degree of need for cognition of the
customer affect the attitudes toward the
product, attitudes toward the salesperson and
ultimately, purchase intentions and/or purchase
recommendations within the personal selling
exchange?
156
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4.

What effects do the interactions of need for
cognition, adaptive selling, and customeroriented selling have on attitudes toward the
product, attitudes toward the salesperson, and
ultimately, purchase intentions and/or purchase
recommendat ions ?

THE EFFECT OF ADAPTIVE SELLING, AS PERCEIVED BY THE
CUSTOMER, ON ATTITUDES TOWARD PRODUCT, ATTITUDES TOWARD
SALESPERSON, AND PURCHASE DECISIONS
Previous research has acknowledged,
sales situation and no one way to sell"
Additionally,

"there is no one
(Thompson,

1973).

different approaches are required depending

on the type of customer,

the size of the potential order,

differing individual salesperson abilities and resources,
and other situational factors
1975; Weitz,

1980; Wotruba,

(Gwinner,

1991).

1968; Jolson,

Two such approaches or

strategies to selling within the personal selling
environment are:

adaptive selling behaviors and customer-

oriented selling behaviors
and Weitz,

(Spiro and Weitz,

1990; Saxe

1982).

In the literature,

adaptive selling has been

conceptualized as "the altering of sales behaviors during
a customer interaction or across customer interaction
based on perceived information regarding the nature of the
selling situation,"
p. 175).

(Weitz,

Simply stated,

Sujan and Sujan,

1986,

it refers to adjustments made by

the salesperson during a sales situation based on the
interaction and exchange of information with a customer.
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While recognizing the importance of the level of
adaptation or adjustment made by the salesperson,
traditionally been difficult to measure.

Recently a

measurement tool has been developed; however,
self-report measure made by the salesperson
Weitz,

it has

it is a

(Spiro and

1990) .

As a contribution to this stream of research,

the

present research study offers an assessment of the level
of adaptive selling practiced by a salesperson from the
customer's perspective.

Not only does the customer's

perspective provide valuable information regarding the
sale,

some researchers suggest assessment of the

customer's perception of the salesperson's behaviors may
be more appropriate than a salesperson's self-evaluation
(Michaels and Day, 1985).

In fact,

as the co-participant

in the selling exchange process, perhaps the customer's
opinions and perception are the MOST important since
he(she)

does make the final purchase decision.

As markets become more competitive and more global,
the customer's perspective of salesperson effectiveness
impacting ultimate sales should continue to play a key
role in personal selling situations.

Product offerings

are becoming more homogeneous, with little differentiation
in many cases.

Also, as the trend continues toward an
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increasing services marketing economy,

the salesperson may

be the only differentiating component of many sales.
This research indicated that adaptive selling
behaviors,

independent of other constructs,

produced a

small, yet significant portion toward explanation of
attitude toward the product.
again analyzed singularly,

Moreover,

adaptive selling,

significantly predicted

attitude toward the salesperson.

Hence,

adaptive selling

does appear constructive in the prediction of attitudes
which ultimately influence purchase decisions.

However,

when adaptive selling and customer-oriented selling are
combined where the respective contributions of each can be
assessed,

adaptive selling appears to explain the smaller

share of the variance.

In fact,

in the overall model

examining relationships of all of the constructs,

adaptive

selling is not supported as influencing attitudes toward
the product.

However, the hypothesized relationship of

adaptive selling affecting attitudes toward the
salesperson is confirmed.

These findings are discussed

further in conjunction with the results related to
customer-oriented selling in the following section.

THE EFFECT OF CUSTOMER-ORIENTED SELLING, AS PERCEIVED BY
THE CUSTOMER, ON ATTITUDES TOWARD PRODUCT, ATTITUDES
TOWARD SALESPERSON, AND PURCHASE DECISIONS
The salesforce and salesperson,

in particular,

is one

of the last differentiating factors among competing
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businesses

(Mason, Mayer,

and Ezell,

1991).

Customer-

oriented selling is a way of doing business on the part of
salespeople

(Saxe and Weitz,

1979) .

The term refers to

the degree to which salespeople practice the marketing
concept by trying to help their customers make purchase
decisions that will satisfy customer needs.

This includes

behaviors aimed at increasing trust and long-term customer
satisfaction and avoiding those which might result in
customer dissatisfaction.

As such, highly customer-

oriented salespeople avoid actions which sacrifice
customer interest to increase the probability of an
immediate sale

(Saxe and Weitz,

1982, p . 344).

It is necessary to recognize the distinctions between
adaptive selling and customer-oriented selling.

In some

respects the two constructs appear similar; however,
are separate,

they

distinct constructs as evidenced by

discriminant validity tests.

The related component of

adaptive selling and customer-oriented selling
acknowledges that both are rooted in uncovering customers'
needs and focusing on satisfaction of these needs.
However,

customer-oriented extends beyond adaptive selling

by striving to satisfy long-range objectives as well.
Adaptive selling focuses on satisfying customer objectives
to "make the sale" immediately;

customer-oriented selling

prioritizes long-term satisfaction to the extent of
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postponing the immediate sale in favor of repeat or
referral business potentials.

Hence, the primary

difference is one of goals and timing --

immediate versus

future sales considerations.
Cognizant of the contribution of the customer's
perspective in the personal selling exchange,

this study

offers an assessment of the level of customer-oriented
selling practiced by a salesperson from the customer's
perspective.

This application extends current customer-

oriented selling literature by incorporating the
customer's vantage point.

Previous research involving the

SOCO construct has only considered self-report measures of
the salesperson.
In previous research applications,

adaptive selling

and customer-oriented selling behaviors have been
evaluated separately and always independent of the other.
In some cases it is difficult to be certain whether
adaptive or customer-oriented selling behaviors are being
studied as the two constructs appear to be used
interchangeably.

In this study each construct has been

specifically defined and evidence of discriminant validity
offered.

Treating adaptive selling and customer-oriented

selling in conjunction extends their individual meanings
and provides insight into their combined usefulness.
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Upon review of customer-oriented selling behaviors,
independent of other constructs,
results were produced.

strong,

As was expected,

significant
this was

especially true with customer-oriented selling predicting
attitude toward salesperson.

As noted in earlier

discussions, when the two constructs --and customer-oriented selling -their respective contributions,
the stronger predictor.

adaptive selling

are assessed jointly for

the latter appears to be

In the overall model of

hypothesized relationships influencing purchase decisions,
customer-oriented selling has a positive influence on
attitudes toward the product.

In addition,

the hypothesis

of customer-oriented selling positively influencing
attitudes toward the salesperson was strongly supported.
One explanation for this strong result between
customer-oriented selling and attitude toward the
salesperson may be the intuitive one.
as customers believe someone

Certainly, when we

(salesperson)

is putting our

best interest first, then our attitude regarding this
salesperson is positively influenced.

These kinds of

exchange relationships lead to long-term relationships and
future sales potentials.

Actually,

these attitudes could

be the most important for continued success in personal
selling situations for several reasons.

First, as

products continue to advance and change, perhaps attitude
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toward a product may be temporal,

often retried and

replaced with new product offerings.

As such, attitude

toward the salesperson could be more enduring and more
important.

This is especially true in specialized

industries where salespeople may change jobs within the
field,

but do not exit the field,

insurance, banking,

i. e., computer sales,

and financial services.

Another explanation of the strong findings of
customer-oriented selling as compared to adaptive selling
may be that the former overshadows the contributions of
adaptive selling when the two are considered together.
This result is meaningful in the case of a high need for
cognition individuals

(to be discussed

shortly).

The

customer-oriented selling component provides a very strong
positive influence on both attitude toward the product and
attitude toward the salesperson.

This condition may

actually accentuate adaptive selling as a negative force.
Simply,

it is the contrast between the case of the

salesperson "who cares primarily about my best interest"
as paralleled with the situation where the salesperson is
perceived as trying hard

just to "sell me."

The strong

positive power of the first situation forces adaptive
selling into a weaker, perhaps negative position.

This is

noted by the negative relationship between adaptive
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selling and attitude toward the product found with the
LISREL analyses.
Further examination using path analyses allows a
clearer evaluation of the specific relationship between
adaptive selling and attitude toward the product.

Path

analysis allows the examination of the relative importance
of the individual paths of influence.

These techniques

address the problem of multicollinearity encountered
between adaptive selling and customer-oriented selling.
Due to the relatively high level of multicollinearity,

the

conclusion follows that most of the relationship adaptive
selling has with attitude toward the product is largely
due to the correlated causes.

As such,

when adaptive

selling and customer-oriented selling behaviors are
considered in combination,

customer-oriented selling

eclipses adaptive selling.
The findings with path analysis suggest there is no
relationship between these two constructs
coefficient = .00).

(the effect

This implies that the customer's

perspective of adaptive selling behaviors by the
salesperson has no effect on the customer's attitude
toward the product under consideration.

While consistent

with the structural equation modeling results in this
study, this result is inconsistent with prior research
findings.
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The contradictory finding may be due to
underspecification of the model.

In particular,

attitude

toward the product may be effected by other independent
variables outside of this model,
or experiences with the product.

such as prior attitudes
Additionally,

the model

ma y be underspecified by not hypothesizing a path between
attitude toward the product and attitude toward the
salesperson.

A deeper interpretation could be realized by

analyzing a relationship between these two attitude
components.

If a relationship does exist between attitude

toward the product and attitude toward the salesperson,
in which direction?

is

it recursive?

If so,

Or is the model

nonrecursive?

Respecification of the model has potential

to add additional insights and support to current
f indings.

DEGREE OF NEED FOR COGNITION OF THE CUSTOMER AFFECTING
ATTITUDES TOWARD PRODUCT, ATTITUDES TOWARD SALESPERSON,
AND PURCHASE DECISIONS
Individual difference variables have been shown to be
important in the decision process toward a purchase
(Engel, Blackwell,

and Miniard,

need for cognition,

1986).

One such variable,

refers to an individual's need to

structure relevant situations into meaningful ways
Stotland,

and Wolfe,

1955).

(Cohen,

The communication or personal

selling presentation presents such a situation.
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Individuals with high need for cognition are
evaluated as a segment of customers where these selling
strategies -selling --

adaptive selling and customer-oriented

are especially effective.

Individuals high on

the need for cognition are more affected by the effortful,
interactive exchange which occurs in the personal selling
dyad.

These individuals also think more and elaborate

more on incoming information from the salesperson than
their low cognition counterparts.

Moreover,

high need for

cognition individuals think more about consequences,
advantages,

and disadvantages of the situation,

and these

evaluations relate significantly to their attitudes.
Accordingly,

the high need for cognition environment is

well-suited to study the effects of adaptive selling and
customer-oriented sales strategies.
The justification for customer-oriented selling
obscuring adaptive selling with respect to attitude toward
the product has been discussed.

It is interesting that

the same strong influence of customer-oriented selling did
not overshadow the adaptive selling to attitude toward the
salesperson relationship.

One possible conclusion as to

why the attitude toward the salesperson remains positive
is due to the high need for cognition of the customers.
Individuals high on the need for cognition enjoy the
challenge of negotiating and interacting with the
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salesperson.

While these individuals may not be

positively influenced regarding the product,
knowledgeable,

a

expert salesperson presents a tremendous

cognitive opportunity for the high cognition customer.
The buyer-seller dyad and exchange process

represents a

type of "cognitive game" to high need for cognition
individuals.
Is need for cognition the only individual difference
variable affecting this study?

Other complementary or

separate individual difference variables may also be
impacting the personal selling context.

Perhaps

situational factors such as importance of the product or
timeframe when the product will be needed will also affect
attitudes and purchase-related decisions.

Further

examination of individual difference variables are
warranted in the personal selling context.

THE EFFECT OF THE INTERACTIONS OF NEED FOR COGNITION,
ADAPTIVE SELLING, AND CUSTOMER-ORIENTED SELLING ON
ATTITUDES TOWARD PRODUCT, ATTITUDES TOWARD SALESPERSON,
AND PURCHASE DECISIONS
The impacts of adaptive selling and customer-oriented
selling strategies on attitude components with the high
need for cognition condition have been reviewed.

Next,

the impacts of attitude toward product and attitude toward
salesperson
expected,

on purchases findings are discussed.

As

attitude toward the product displays a
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significant influence on purchase intentions and purchase
recommendations.

Consistent with prior research findings,

a major portion of purchase intentions can be predicted byattitude toward the product

(Effect coefficient = .528).

Attitude toward the product contributes similarly toward
purchase recommendations.

However,

these findings should

be addressed in terms of immediate versus long-term
importance.
temporal,

Attitudes toward the product are more

thus may not be enduring.

While significant in

influencing purchase intentions and recommendations,
attitudes toward the product are subject to revision with
the next product announcement.
The attitudes toward the salesperson are significant,
but not as strong as attitude toward the product in
explaining purchase decisions.

However, noting the

persistence and longevity of attitudes toward the
salesperson,

these are important factors concerning future

purchase intentions and recommendations.

LIMITATIONS
This section summarizes the major factors that must
be considered in viewing the results of the dissertation.
These factors limit the usefulness of the dissertation
research to other academic researchers and practitioners.
The first limitation originates from the
operationalization of the adaptive selling and customer-
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oriented selling constructs in the ADAPTS and SOCO scales,
respectively.

There is considerable overlap between the

two constructs, which has previously contributed to
confusion and inconsistent applications of the two selling
strategies.

While adaptive selling and customer-oriented

selling are distinct constructs,

further scale refinement

is needed to tap into their separate components.
the refinement process,
be reviewed.

To begin

the adaptive selling scale should

Initially,

encompassing five facets.

the ADAPTS scale was developed
One suggestion might be to

evaluate each of these facets as subscales and consider
higher order factors.
A second limitation concerns the buyer's assessment
of customer-oriented selling behaviors practiced by the
salesperson.

The video presentation provided one exposure

to the salesperson utilizing high levels of customeroriented selling strategies.

To understand accurately the

dynamics and long-term relationship characteristics that
customer-oriented selling brings to the buyer-seller dyad,
a longitudinal study is needed.
A final limitation of the dissertation research lies
in the inspection of purchase intentions and purchase
recommendations.

Due to high correlations, problems

associated with multicollinearity may exist.

The two

constructs are distinct as evidenced in pretest analyses,
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yet appear to be underspecified in the m o d e l .

The true

relationship may be nonrecursive between purchase
intentions and purchase recommendations.

Additional

theory inspection may reveal purchase intentions influence
purchase recommendations.

The influences of attitude

toward the product and attitude toward the salesperson on
purchase recommendations may be indirect.

Rather than

directly affecting purchase recommendations,

it is

suggested that attitudes may effect purchase
recommendations through purchase intentions.

IMPLICATIONS
THEORETICAL IMPLICATIONS
An area for theoretical advancement would embrace
measurement issues.

Additional scale conceptualization is

needed to bound the constructs and improve their
reliability and validity.
cognition is near the lower

In particular, need for
margin of acceptability for

reliability considerations, which suggest room for
improvement.

Also the customer-oriented selling and

adaptive selling scales need refinement.

Perhaps the

ADAPTS scale should actually be several subscales in order
to envelop the adaptive selling construct totally.
Replications are necessary for all of the scales to
support their predictive power.

This is especially

critical for the ADAPTS and SOCO scales since their
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modification to the customer's perspective represents a
new application.

Supplementary research considering the

combined effects of adaptive selling and customer-oriented
selling behaviors will aid in the development of more
precise measures regarding these constructs.

Also,

the

direct comparison of the customer's perspective and the
salesperson's perspective assessing the levels of adaptive
selling and customer-oriented selling would be valuable
information.
Finally,

can the SOCO and ADAPTS measures be applied

at the retail level?
consumer behavior?

What are the implications regarding
Would the same general findings

regarding purchase intentions and purchase recommendations
be expected?

For example, would the relationships found

in the personal selling exchange studied be anticipated in
the sale of diamonds?

Retail applications provide further

avenues for investigation.

MANAGERIAL IMPLICATIONS
Adaptive selling and customer-oriented selling
strategies represent key tools within the salesperson's
control.

As such,

training, motivational aspects,

and

evaluations can be incorporated by sales management.
Questions concerning the most effective way to train
salespeople to anticipate the need for adaptive selling
and customer-oriented selling strategies remain.
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Similarly,

how can salespeople best be taught these

strategies and encouraged to use them productively.

These

are important financial considerations given the costs
associated with personal selling.
inputs,

With the appropriate

this research supports that adaptive selling and

customer-oriented selling behaviors can be encouraged and
fostered toward increasing effective personal selling
efforts.

FUTURE RESEARCH
More investigation is needed on how to train
salespeople to

use adaptive selling and customer-oriented

selling strategies effectively.
must be evaluated.

Several considerations

First, when are the techniques

effective with respect to time and financial
considerations?

Can salespeople be trained to recognize

and analyze these components?

Individual difference

variables such as need for cognition levels are stable.
Yet, how do salespeople correctly assess high need for
cognition in the prospective customer?

Can this

assessment be done early enough in the sales interaction
to provide useful information to the salesperson?
Evaluations and checkpoint procedures need to be
implemented to confirm the effective

(or ineffective)

use

of these selling strategies, as well.
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From a practical assessment,

evaluation of the

effectiveness of selling strategies in group environments
should prove fruitful.
husband/wife,

How do the dynamics of

manager/subordinate,

or male/female

combinations impact the productive uses of adaptive
selling and customer-oriented selling?
and settings need to explored.
include:

Other applications

Promising fields might

financial investment services, elective medical

procedures,

and professional buyer situations.

SUMMARY
In conclusion,

this dissertation provided an

extension in three primary areas:

1) the buyer-seller

dyad in personal selling was broadened by evaluating the
customer's perspective of the salesperson's strategy and
its effectiveness in influencing attitudes contributing to
purchase decisions; 2) the adaptive selling and customeroriented selling behaviors were investigated as separate,
yet complementary constructs with individual strengths and
weaknesses; and 3) the need for cognition and sales
literature bases were extended by empirically examining
need for cognition as an individual difference variable
affecting selling strategies.
Additionally,
discussed.

directions for future research were

It is unlikely that the research projects

suggested here will lead to a complete understanding of
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how selling strategies impact purchase-related decisions.
It is hoped that the recommendations for future research
represent a potentially productive direction for personal
selling research.
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ID NUMBER_____________
SEX: MALE
FEMALE
The statements below describe approaches to thinking in various scenarios.
Please use the six options available to indicate your views regarding each
statement and how you would approach the situation.
1 if you STRONGLY DISAGREE
2 if you MODERATELY DISAGREE
3 if you DISAGREE SLIGHTLY
For example: It is hot in July.

4 if you AGREE SLIGHTLY
5 if you MODERATELY AGREE
6 if you STRONGLY AGREE
1

2

3

4

5

6

Indicate your view by circling the appropriate response as shown above.
Please begin:
SD

MD

D

A

MA

SA

1

2

3

4

5

6

2. I prefer complex to simple problems. 1

2

3

4

5

6

3. I don't reason well under pressure. 1

2

3

4

5

6

1. Thinking is not my idea of fun.

4. I really enjoy a task that involves
coming up with a new solution.

1

5. I usually end up deliberating about
issues even when they do not effect
me personally.
1
6. I am sometimes tempted to put more thought
into a task than is required to
complete it.
1
2

3

4

5

6

7. Learning new ways to think does not excite
me very much.
1
2

3

4

5

6

8. I have difficulty thinking in new and
unfamiliar situations.
1

3

4

5

6

2
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9. I only think as hard as I have

to.

1

2

3

4

5

6

10. More often than not, more thinking just
leads to more errors.
1
2

3

4

5

6

Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.

197
ID NUMBER__________________
SEX: MALE
FEMALE____
The statements below describe various ways a salesperson might act with a
customer. Please use the five options available to indicate your views and
behavior regarding each statement.
Answer each question from the
perspective, "i am the customer" who just discussed my insurance needs
with the salesperson shown in the video you just viewed.
1 if you STRONGLY DISAGREE
2 if you DISAGREE
3 if you NEUTRAL
For example: It is hot in July.

4 if you AGREE
5 if you STRONGLY AGREE

1

2

3

4

5

Indicate your view by circling the appropriate response as shown above.

Please begin:
SD

D

N

A

SA

1. The salesperson tried to help
me achieve my goals.

1

2

3

4

5

2. The salesperson appeared to have
my best interest in mind.

1

2

3

4

5

3. The salesperson answered my
questions about the product as
correctly as he/she could.

1

2

3

4

5

4. The salesperson appeared willing to disagree
with me in order to help me make
a better decision.
1

2

3

4

5

5. The salesperson tried to convince me
to buy, even though it didn't appear to
be a wise choice.

1

2

3

4

5

6. The salesperson appeared to try to
sell as much as he/she could rather than
satisfy my needs.
1

2

3

4

5
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SD

D

N

A

SA

7. The salesperson painted too rosy a
picture of his/her product, to make it
sound as good as possible.

1

2

3

4

5

8. The salesperson spent more time trying
to persuade me to buy than trying to
discover my needs.

1

2

3

4

5

9. The salesperson pretended to agree
with me to please me.

1

2

3

4

5

10. The salesperson treated me as a rival.

1

2

3

4

5

11. The salesperson tried to achieve
his/her goal by satisfying me.

1

2

3

4

5

12. The salesperson tried to get me
to discuss my needs with him/her.

1

2

3

4

5

13. The salesperson tried to
influence me with information
rather than pressure.

1

2

3

4

5

14. The salesperson appeared to offer
the product of his/hers that best
suited my problem.

1

2

3

4

5

15. The salesperson tried to find
out what kind of product would
be most helpful to me.

1

2

3

4

5

16. The salesperson tried to bring me
and my problem together with a
product that would help solve
my problem.

1

2

3

4

5

17. The salesperson tried to give me an
accurate expectation of what the
product would do for me.

1

2

3

4

5
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SD

D

N

A

SA

18. The salesperson tried to figure
out what my needs are.

1

2

3

4

5

19. The salesperson seemed to keep alert
for weaknesses in my personality to
use in pressuring me to buy.

1

2

3

4

5

20. If the salesperson was not sure a
product was right for me, it appeared
he/she would still apply pressure
to get me to buy it.

1

2

3

4

5

21. The salesperson appeared to decide
what products to offer on the basis
of what he/she could convince me to
buy, not on the basis of what will
satisfy me in the long run.

1

2

3

4

5

22. The salesperson appeared to stretch
the truth in describing a product to me.

1

2

3

4

5

23. The salesperson implied to me that
something was beyond his/her control
when it was not.

1

2

3

4

5

24. The salesperson began the sales
talk for a product before exploring
my needs with me.

1

2

3

4

5

25. In dealing with the salesperson, I
received a good explanation of the
insurance plan's benefits.

1

2

3

4

5

26. In dealing with me, the salesperson
put in a great deal of time and effort.

1

2

3

4

5

27. I put a great deal of effort into
evaluating the insurance information
presented.

1

28. I was treated fairly by my salesperson. 1

2

3
2

3

4
4

5
5
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SD

D

N

A

SA

2

3

4

5

2

3

4

5

31. In general, I thought the salesperson
in the video did a good job.

2

3

4

5

32. Overall, the salesperson appeared
interested in my needs.

2

3

4

5

2

3

4

5

29. I think my salesperson got
more out of the deal than I did.
30. Now please indicate whether you
would want to deal with this same
salesperson on your next insurance
purchase if he/she were still available.
I would ask for this person again.

33. To a large extent I tried hard to
evaluate the insurance presentation.

1

1

Please give your feelings about the insurance products just viewed in the
Video scenario. Place a mark in one of the spaces provided to indicate your
feelings.

Regarding the TERM INSURANCE PRODUCT:
34.
35.
36.

Positive________________ Negative
Like very much________________ Dislike very much
Favorable________________ Unfavorable

How likely is it that you would purchase the TERM INSURANCE?
37.

Very likely________________ Very Unlikely

38.

Probable________________ Improbable

Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.

201
How likely is it that you would recommend TERM INSURANCE for purchase
by friends or family the next time a need for insurance arises?
39. Very Likely

Very Unlikely

40.____Probable_______________ Improbable

Regarding the WHOLE LIFE INSURANCE PRODUCT:
41.
42.
43.

Positive_________________ Negative
Like very much

Dislike very much

Favorable________________ Unfavorable

How likely is it that you would purchase the WHOLE LIFE INSURANCE?
44.
45.

Very likely_________________Very Unlikely
Probable________________ Improbable

How likely is it that you would recommend WHOLE LIFE INSURANCE for
purchase by friends or family the next time a need for insurance arises?
46.

Very Likely_______________ Very Unlikely

47.

Probable_______________ Improbable
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Additionally, based on the video situation you have just viewed, please rate
the salesperson's performance on the following dimensions by placing a mark
in one of the spaces. In the example below, the mark indicates the customer
felt the salesperson's performance was positive.

Example:

Positive__ X______________ Negative

Please begin:
48.
49.
50.
51.

Appealing_________________Unappealing
Informative_________________Not informative
Effective________________ Not effective
Persuasive_________________Not persuasive

52. Knowledgeable________________ Not Knowledgeable
53.
54.

Expert_________________Not an Expert
Trustworthy________________ Not Trustworthy
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The statements below describe additional ways a salesperson might act with
a customer. Please use the five options available to indicate your views and
behavior regarding each statement.
Answer each question from the
perspective, 'M am the customer" who just discussed my insurance needs
with the salesperson shown in the video you just viewed. Some questions
are similar, but each is important, therefore please answer all of the questions
by circling the appropriate number.

1 if you STRONGLY DISAGREE
2 if you DISAGREE
3 if you NEUTRAL

4 if you AGREE
5 if you STRONGLY AGREE

SD

D

N

A

55. The salesperson treated me as a unique
potential sale with special needs.
1

2

3

4

5

56. The salesperson appeared to have a
set sales approach.

1

2

3

4

5

57. It seemed difficult for the salesperson
to modify his/her sales approach to
address my questions.

1

2

3

4

5

58. The salesperson appeared sensitive
to my needs.

1

2

3

4

5

59. The salesperson tried to understand
how I differed from any other customer. 1

2

3

4

5

60. The salesperson appeared confident
in adapting his/her planned presentation
when necessary.

1

2

3

4

5

61. It seemed when the sales approach
was not working, the salesperson easily
changed to another approach.
1

2

3

4

5

62. The salesperson appeared willing
to experiment with different
sales approaches.

2

3

4

5

1

SA
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63. The salesperson appeared flexible in
the selling approach used.

SD

D

N

A

SA

1

2

3

4

5

64. The salesperson appeared to feel that
most customers can be dealt with in
pretty much the same manner.

2

3

4

5

65. The salesperson probably didn't
change sales approaches from
another customer to me.

2

3

4

5

66. The salesperson appeared to easily
use a wide variety of selling approaches.

2

3

4

5

67. The salesperson probably used the
same approach with most customers.

2

3

4

5

68. The salesperson would probably have
difficulty adapting his/her presentation
style to different customers.

2

3

4

5

69. The salesperson probably varied
his/her sales style from situation
to situation.

2

3

4

5

70. The salesperson probably treated all
customers pretty much the same.

2

3

4

5
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Please answer some general question concerning your present insurance
position.
1.

Do you have automobile insurance?__________Yes____

No____

2.

Do you have any life insurance?

No____

3.

Do you have any other type of insurance?Yes

Yes____

No________

Please specify:__________________
If you do have any type of insurance: (mark all responses that may apply)
4.

Did you purchase it for yourself?

Yes

5.

Was it purchased by your parents?

Yes

No

6.

Was it purchased by your employer?

Yes

No

7.

It was purchased by another source.

Yes

No

8. Do you feel life insurance is important for you? Yes

No

No

THANK YOU FOR YOUR RESPONSES AND PARTICIPATION.
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VITA

Kim Graham Johnson is presently employed in marketing
consulting.

Kim has been a professional salesperson,

marketing to banks and other financial institutions since
1981.

First,

for the Burroughs Corporation

then for ISC Systems Corporation.

(Unisys)

and

While at ISC, she was

recognized as the top salesperson for the company in 1985.
Kim hopes to remain active in the area of sales as a
consultant and researcher.

Additionally,

she plans to

continue teaching with special interests in personal
selling and salesmanship, business marketing and research,
and consumer behavior.
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